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Gomes now the first issue of the 
new year, and it brings to our read- 
ers a wide variety of subject matter, 
all of it pertinent, interesting and 
informative. Certainly few business 
matters are of miore immediate con- 
cern to business men than taxes, 
and we lead off this issue with an 
interesting article on the subject in 
the form of a tax quiz. 

This is closely allied to the sub- 
ject of doing business at a profit, 
anyhow, and on this matter there is 
an interesting presentation by a 
man who had made a close study of 
bottling plant operations for many 
years, specifically with setting up 
profit-volume ratios for every phase 
of the business — prices, routing, 
product lines, production and sev- 
eral other divisions. 

Putting the bubbles into soft 
drinks—carbonation, when we want 
to talk fancy—is not too complicated 
a procedure, and with present-day 
equipment should be easy, practical 
and trouble-free. But making the 
CO, stay put, not only in the bottle 
but in the glass, is something else 
again, especially in the non-sugar 
drinks, where the “body” provided 
by sugar is lacking. Two technicians 
of a well-known flavor house discuss 
the problem and pin-point some 
methods of making the elusive gas 
bubbles stay put. 

Three State conventions are re- 
ported in this issue (and more about 
the State meetings in the inside 
cover column) as N.B.G. continues 
its many-year policy of covering the 
country in its pursuit of the news. 

And because so much of the 
future depends on the past, in this 
issue we publish our annual Index 
‘of Articles published during the past 
twelve months, for reference, for 
filing and for review. 

There’s lots more reading in this 
January issue ... just the right 
thing for feeding the fires of your 
imagination these cold days and 
nights. 














TALK OF 


Important Legislative Session Dates 


Bottlers with legislative problems are advised by 
the American Bottlers of Carbonated Beverages 
association that the legislatures of the following 
States will be in session during 1954 on the dates 
indicated : 


SS oe 2 Fk 8 ce vies BORE Ps ee eee kee Jan. 11 
SL ss. hv n eas rtdncdeess rawesl 4a 
I Sg a al rk ar ee ee le Jan. 6 
Kentucky ........ Pe os oe ROMAN 2 dasa wee Jan. 5 
PPE ore o> Pe FL eee May 10 
Eo o's 5 Ga ko OMe ee he ee Feb. 3 
Ns og wf hy aetna a ke ede Jan. 6 
Michigan ....... LED ee ee Pee ee Jan. 13 
GT re Pees Oe PERS ee Jan. 65 
IE i's ob oc siats ak On. w sae ho ce Jan. 12 
EE 5. in a RE Wea ak apn ke ee Jan. 6 
ND eS 5 BAG ES caecee ea Fal eee eee Jan. 5 
ee ME Nine v hae vee oe cdaveun” jah. IZ 
MEOL tae he NORTE SO He tia ake O46 we Ree Jan. 9 


The Legislature of South Carolina will be carried 
over from 1953. It is also probable that a number 
of additional States will be called in special session 
by their respective Governors. 


Supreme Court Bans Review; 
Important Decision Stands 

In the refusal of the U. S. Supreme Court to 
review a case in which a Texas Coca-Cola bottler 


contended he was not subject to the National Labor 


Relations Act because all of his business was intra- 
state, a precedent has been set which may have far- 
reaching consequences. 

The unsuccessful petition for a high court review 
was filed by American Bottling Co., Corpus Christi, 
Texas. 

The NLRB had found the firm engaged in unfair 
labor practices and lower Federal courts upheld 
enforcement of the NLRB order against the com- 
pany. The Circuit Court of Appeals, whose decision 
now stands, found that although the bottling com- 
pany carried on its activities within the State, 
it was an integral part of the multi-State sales and 


distribution system employed by the Coca-Cola Co., 
and therefore affected interstate commerce. 
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National Phoenix Industries 
Plans Merger With Croft 


National Phoenix Industries, Inc., of New York, 
plans a merger with Croft Co. of Boston. 

Directors of both companies have approved the 
move and stockholders will vote on it at meeting 
to be held shortly, Walter S. Mack, president of 
the New York firm, announced. 

National Phoenix owns Cantrell & Cochrane Corp., 
which produces soft drinks in cans, and Nedicks, 
Inc., an operator of a chain of soft drink and food 
counter stores. 

The proposed merger with Croft would result in 
a new company, expected to be called C & C Super 
Corp. One share of the combined company stock 
would be exchanged for each share of National 
Phoenix stock held and for every three shares of 
Croft stock held. 


A New Product from Schweppes 


Schweppes Club Soda, famous the world over, 
was launched in the New York area last month 
with full page display ads in the local newspapers. 

According to Emmett R. O’Connell, president of 
Metropolitan Bottling Co., Inc., this club soda is the 
second Schweppes product to be bottled and dis- 
tributed at the Long Island City plant in New York 
under a franchise agreement with Schweppes of 
London. The Schweppes Quinine Water was intro- 
duced at popular prices into the major markets 
across the country early last summer and received 
unprecedented acceptance in the first months of 
production. 

An ever increasing demand for Schweppes prod- 
ucts in America has encouraged the company to 
widen both the product and distribution range. 

“We expect to advertise Schweppes Club Soda as 
extensively as we did the Quinine Water, emphasiz- 
ing the high quality for which Schweppes has been 
famous since 1794,” said Mr. O’Connell. 

The Club Soda product will be offered at new low 
prices without any sacrifice of the traditional 
Schweppes quality, according to present plans. 

Schweppes, Ltd., giant of the British beverage 





industry, has more than a century and a half of 
experience in the manufacture of soft drinks. 
Schweppes has grown continuously since its found- 
ing. Today it operates a vast network of manufac- 
turing and distributing facilities throughout Eng- 
land, Scotland, Wales and Ireland. 


Truman Gill Heads Coca-Cola Bofttlers 


The following officers were elected by the Board 
of Governors of The Coca-Cola Bottlers Association 
at a meeting at the Morrison Hotel in Chicago Nov. 
13 and 14: President, Truman M. Gill, Beeville Coca- 
Cola Bottling Co., Beeville, Texas; Vice-President, 
J. Cromer Mashburn, The Coca-Cola Bottling Works 
Co., Cincinnati, Ohio; Treasurer, Sam R. Connelly, 
Chattanooga Coca-Cola Bottling Co., Inc., Chat- 
tanooga, Tenn.; Secretary, Ralph B. Beach, The 
Coca-Cola Bottlers’ Association, Atlanta, Ga.; As- 
sistant Secretary, John S. Knox, Jr., The Coca-Cola 
Bottlers’ Association, Atlanta, Ga. 


New members elected to the Board of Governors 
by the Coca-Cola Bottlers are Cecil R. Barbee, Coca- 
Cola Bottling Co. of Los Angeles, Los Angeles, 
Calif.; R. R. Bruner, Jr., Newberry Coca-Cola Bot- 
tling Co., Newberry, S. C.; William R. Felton, Coca- 
Cola Bottling Co. of Salt Lake, Salt Lake City, 
Utah; C. P. Nair, Jr., Coca-Cola Bottling Co. of 
Clifton Forge, Inc., Clifton Forge, Va.; Paul F. 
Schmidt, Coca-Cola Bottling Co. of Shelbyville, 
Shelbyville, Ky. 


What makes people fat? 


People get fat simply because 
they overeat 

Why do they overeat? 
the vre hun 


Because 


Why are they hungry? 


their bleed sugar level is low 
What is the fastest way to 
raise the blood sugar level 
and help keep from 
overeating 


Sugar an ‘ thing 





containing it 


Nutritional research has taken a new look at our number one health problem 
and discovered how sugar helps keep your appetite and weight under control 


START “EAT-SUGAR-AND-STAY-THIN” CAMPAIGN 


First copy in a three-year sugar educational campaign 
series sponsored by all segments of the sugar industry 
stresses “low blood sugar level” as a scientific cause of 
overweight. This copy prepared by Leo Burnett Co., Inc. 
of Chicago, will appear in a wide list of daily newspapers, 
consumer magazines and trade publications beginning in 
January. 














Moxie "Carnival Pak" Proves 
Real Sales Getter 


As an improvement on the six pak, the new and 
novel “Carnival Pak” recently created and copy- 
righted by the Moxie Co. of Needham, Mass., is a 
carry home pack of one large and six small bottles 
of Moxie arranged in a circle, so that the carton 
becomes a colorful, merry-go-round. : 

To test the sales effectiveness of the carton, the 
Moxie Company placed 5,000 packs with a few Moxie 
bottlers in a selected number of New England mar- 
kets to sell at 48c plus deposit. Retailers, immedi- 
ately recognizing the merchandising values in the 
new package, bought up the 5,000 in three days and 
85% of the retail outlets had reordered within 
10 days. 

According to Orville S. Purdy, vice president of 
Moxie, the carton was especially designed to increase 
the unit sale of Moxie, to capture new Moxie 
drinkers and to serve as a point-of-sale advertising 
piece. 

The Moxie Company is now planning to sell the 
carton in all New England markets in the near 
future as a forerunner of the largest Moxie adver- 
tising campaign in years. 





Printed in bright reds, yellows and greens, with green 
cords to pick it up and striped straws inserted between 
each bottle, this unique “Carnival Pak” proved ‘itself an 
effective sales promotion piece. 








STATE CITY HOTEL DATES DAYS 
Arizona Chandler San Marcos Jan. 21-22 Thurs.-Fri. 
Alabama Mobile Admiral Semmes Jan. 24-25 Sun.-Mon. 
Colorado Denver Brown Palace Jan. 24-25 Sun.-Mon. 
New Mexico Albuquerque Hilton Hotel Jan. 28-29 Thurs.-Fri. 
Mississippi Biloxi Buena Vista Jan. 31, Feb. 1-2 Sun.-Tues. 
Calif.-Nevada San Francisco Palace Hotel Feb. 1-2 Mon.-Tues. 
Oregon Portland Multnomah Feb. 5-6 Fri.-Sat. 
Washington Tacoma Winthrop Feb. 7-8-9 Sun.-Tues. 
Texas Galveston Buccaneer Feb. 8-9 Mon.-Tues. 
Wisconsin Milwaukee Schroeder Feb. 8-9-10 Mon.-Wed. 
Montana Bozeman Baxter Hotel Feb. 12-13 Fri.-Sat. 
Indiana Indianapolis Antlers Hotel Feb. 15 Mon. 
Arkansas Little Rock Lafayette Feb. 15-16 Mon.-Tues. 
Tri-State 
(Ida.-Utah-Wyo.) Idaho Falls, Ida. Rogers Hotel Feb. 15-16 Mon.-Tues. 
Kentucky Louisville Brown Feb. 18-19 Thurs.-Fri. 
Wyoming Cheyenne Plains Hotel Feb. 20 Sat. 
Oklahoma Oklahoma City Biltmore Feb. 22-23 Tues.-Wed. 
Illinois Chicago Sherman Feb. 24-25-26 Wed.-Fri. 
Ohio Dayton Biltmore Hotel Mar. 1-2 Mon.-Tues. 
Nebraska Grand Island Yancey Mar. 4-5 Thurs.-Fri. 
West Virginia White Sulphur Greenbriar Mar. 7-8-9 Sun.-Tues. 

Springs 

Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Wed. 
New York New York City Mar. 21-22-23 Sun.-Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radisson Apr. 19-20 Mon.-Tues. 
North Dakota Devils Lake Great Northern Apr. 22-23 Thurs.-Fri. 
South Dakota Huron Marvin-Hughitt Apr. 26-27 Mon.-Tues. 











Philadelphia Bottler 
Introduces 12-0z. Can Line 


The 50-year-old Booth Bottling Co. of Philadel- 
phia will be the first independent bottler in the 
East to offer soft beverages in 12-ounce cans. This 
new line is scheduled for introduction in January 
and will include four established Booth flavors: 
Booth’s Pale Dry Ginger Ale, Root Beer, Cola and 
Cherry Wishniak. Booth’s new line with its space- 
saving, quick-chilling, and no-deposit features 
will be introduced to the public in full page news- 
papers and radio advertising campaigns. 


Previews Planned on 
6-Drink Vending Unit 


A series of advance showings has been sched- 
uled by Cole Products Corp., Chicago, Ill., to give 
bottlers a preview of the new Cole Spa “Six’”’. 

In addition to the traditional beauty and out- 
standing performance, this new unit provides for 
the vending of six carbonated and non-carbonated 
beverages from one machine. The new machine is 
currently in production and in order to give bottlers 
an opportunity to see the unit, the company has 


arranged for showings in branch offices in the fol- 
lowing cities: Cleveland, Cincinnati, St. Louis, 
Atlanta, Pittsburgh, Philadelphia, Detroit, New 
York, San Antonio, Houston, Dallas, Los Angeles 
and Portland, Oregon. 


Miscellany 


After March 1, 1954, the manufacture of 14 oz. 
weight 12 oz. capacity Pepsi-Cola bottles will be 
discontinued. The Standardization Committee of the 
Pepsi-Cola Bottlers’ Association is in accord with 
the elimination of the lighter weight bottles. For 
the past several years, Company-owned plants have 
been using 15 oz. weight 12 fluid oz. bottles and 
after careful comparison and analysis, it was deter- 
mined that increased weight (more glass in the 
bottle structure) means greater resistance to impact 
damage with subsequent increased bottle trippage. 


* % * 


The Chunky Chocolate Corp. will spend $150,000 
to launch a new product, “Sweet’n Low,” a low- 
calorie chocolate bar for the mass market. Adver- 
tising is scheduled in national magazines, business 
papers, and radio and TV spots. 
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TRADE MARK 


BRAND OF 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors. 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
how guarantee the production of top quality certified food colors. 





WRITE TODAY for new booklet 
giving information on Sterwin's 
complete line of Food Colors. 








SUBSIDIARY OF STERLING DRUG INC. 
1450 BROADWAY, NEW YORK 18, N. Y. 


2020 Greenwood Ave., Evanston, III. 
FACTORY: CINCINNATI, OHIO 
Branch Office: 
itlunto. Seston, Buffalo, Dallas, Evanston (Ill.), Kansas City (Mo.), Los Angeles, Minneapolis, Portland (Ore.), St. Louis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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CERTIFIED FOOD COLORS 
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Take the Bond route 


to better crown service 


Your shortest route to first-class crowns 
and service is a telephone call to Bond. 
We have more than a mile of modern 
equipment waiting to go to work for you. 
We also have a trained corps of engi- 
neers, scientists and technicians eager 
to take on your filling and sealing prob- 
lems. When you name Bond your 
supplier, you get product, delivery and 
service tailored to your particular needs. 
May we hear from you soon? 





CONTINENTAL © CAN COMPANY 


CROWN 


Sales Offices: 100 EAST 42nd STREET, NEW YORK 17, NEW YORK © 16th AND LOCUST STREETS, WILMINGTON 99, DELAWARE 
ROOM 712, DIXIE TERMINAL BUILDING, CINCINNATI 12, OHIO * 110 EAST WISCONSIN AVENUE, MILWAUKEE 2, WISCONSIN 
3505 SOUTH CARROLLTON AVENUE, NEW ORLEANS 18, LOUISIANA # RUSS BUILDING, SAN FRANCISCO 4, CALIFORNIA 
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sD CORK DIVISION 
WILMINGTON, DELAWARE 








A Short 
Tax Quiz... 


Uncle Sam has a test in store for you—one 
that will flatten your pocketbook if you flunk 
it. The examination date is the “15th day of 
the third month after the ciose of your tax- 
able year”—March 15th for most taxpayers 
because they use the calendar year. Your 
exam paper is the Federal income tax form. 
To learn some facts which may help you pass, 
try your hand on these ten questions. If you 
don’t get them all right, you are in danger of 
overpaying your taxes. This test is based on 
material from the American Institute of Ac- 
countants, the national professional society 
of certified public accountants. Answérs on 


Page 20. 


1. Your wife did some work as a suvstitute teacher 
which brought in less than $600. She wants a refund 
of the tax withheld from her pay. You should— 


—a. Let her file a separate return to get her re- 
fund, then file your return claiming exemp- 
tions for both of you. 

—b. Advise her to file a joint return with you. 

—c. Each file a separate return claiming one 
exemption. 


2. You obtain three loans; the first to buy business 
supplies, the second to make repairs for a tenant, 
and the third to pay your son’s college tuition. You 
can deduct— 


—a. The interest on the first loan. 
—b. The interest on the first and second loans. 
—c. The interest on all three loans. 


3. You own several types of securities. Which of 
the following is taxable? 


—a. Stock dividend (common stock distributed to 
common stockholders). 
b. Interest on state and municipal bonds. 
c. Interest on bonds of a tax-exempt educational 
institution. 


4. You are the sole proprietor of your business. 
Your daughter worked for you part time and earned 
$595. She filed a return to get a refund of tax with- 
held from her wages. You can 


—a. Not take a deduction. 
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—b. Deduct her wages as a business expense and 
take a $600 exemption for her. 


—c. Deduct her wages as a business expense, but 
not take the $600 exemption. 

5. Your inventory pricing method can be changed 

only— 


—a. If you are on a calendar year basis. 
—b. By permission of the Treasury. 
—c. Once during the life of your business. 


6. You gave your church a corner lot for which you 
had paid $500. Its value at the time of your gift 
was $1,500. & 








—a. You must pay a capital gains tax on the 
$1,000 increase. 

—b. You may claim a deduction of $500. 

—c. You may claim a deduction of $1,500. 










































_7. Which of these is not a requirement in claiming 
the $600 exemption for a dependent: 
a. The dependent must be a close relative as 
defined in the tax instructions. 
b. Must not have had $600 or more of income. 
c. Must not be claimed as an exemption by his 
or her spouse. 
d. Must be a citizen of the United States. 
e. Must have received more than half his or her 
support from you. 


8. Your business is a partnership. Your partner- 
ship tax year 


a. May be a fiscal year ending the last day of 
any month. 

b. Must be the same as your personal tax year. 

c. Must be the calendar year. 


9. You recently sold 25 shares of stock for a gain 
of $100. You had held these shares just under six 
months. You had no other “capital” transactions. 
Your tax on this transaction 


a. Is the same as for ordinary income. 

b. Can not be more than the capital gains 
ceiling of 26%. 

c. Is based on 50% of your capital gain. 


10. You have made a gift of stock to one of your 
children. If the dividends from this stock amount 
to less than $600 


a. The dividends must be reported, but no tax 
( is imposed. 
f b. They are taxed as a capital gain. 
c. They do not deprive you of the dependency 
exemption for the child. 







MORRIS PAPER MILLS 
135 S. LaSalle St. * Chicago 3, Ill. 










(Answers on Page 20) 
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Thirst knows no season 


a Rin. 


a) 


Havea Coke Wee 
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To the Editor: 


We wish to thank you for the publicity given in 
your December issue to our franchise bottler in 
Manchester, N. H. 

It is our desire, at all times, to furnish news- 
worthy items that will be of interest and truthful 
to your readers. 

However, the article which appeared in your De- 
cember issue is misleading in several respects : 

1. The Cott Bottling Company of Manchester 
is a bottler only, with regular franchise privileges 
on our Sugar and Dietetic products in the New 
England area only. 

2. All of our bottlers operate under a franchise 
agreement with the parent company, the Cott Bev- 
erage Corporation of New Haven, Conn. 

3. The creation and development of all products 
and flavors is done by the parent company only and 
then introduced to the public on a cooperative adver- 
tising basis with our bottlers. 

4. Under no circumstances do we allow any bot- 
tler to introduce new products of their own under 
the trade mark name of Cott. 

We feel obliged to acquaint you with these facts 
because we believe there might be some confusion 
in the minds of other people in the beverage indus- 
try, as a result of this article in your December 
issue. 

CoTT BEVERAGE CORP. 
Harry Cott, President 


Sugar Talks Back... 
Dear Editor: 

Sugar and sugar-containing products have been 
suffering for years from the critical onslaughts of 
various individuals and groups. 

Quacks, pseudo-nutritionists, hypochondriacs and 
self-seeking individuals have talked and written 
loosely and, in some cases, venomously, against 
sugar, one of Nature’s great foods, essential to 
man’s well-being. 

Further attacks have been made, directly and in- 
directly, against sugar by commercial interests who 
have their own axe to grind. They profit to the 
degree that their synthetic coal-tar products are sub- 
stituted for sugar—a natural product. 

In the campaigns against sugar and sugar-con- 
taining products, advantage has been taken of the 


(continued on Page 10) 
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Bright Outlook for 1954 
Predicted by Moore of Canada Dry 


Growing national population and increased per-capita 
consumption of soft drinks all point to a profitable year 


for bottlers 


The soft drink industry, which 
last year achieved the rank of a 
billion dollar industry, may be ex- 
pected to continue its growth during 
the next twelve months, according 
to a statement issued by R. W. 
Moore, president of Canada Dry 
Ginger Ale, Inc. 

To evaluate its present status, 
according to Mr. Moore, it will be 
necessary to first go back a few 
years to the period of hesitation 
when the beverage industry was 
being squeezed by rising costs, yet 
was reluctant to take suitable price 
action to preserve its economic well 
being. Correction of this situation 
over a period of time, particularly 
during the past year, Mr. Moore be- 
lieves, has been the key factor in 
bringing the industry to a new level 
of prosperity. With this prosperity 
has come optimism which is re- 
flected in efforts to develop new 
products, new forms of packaging, 
and expansion of markets. 

The widespread experimentation 
in non-returnable containers, both 
cans and bottles, which many bever- 
age companies are now engaged in, 
is an indication of the industry’s 
healthy outlook, according to Mr. 
Moore. As these packages are 
proven economically feasible, they 
may lead to wider distribution of 


beverages as well as to new methods 
of merchandising. Also the intro- 





R. W. MOORE 





duction of sugar-free or dietetic 
beverages has tapped a new market 
among consumers who were not pre- 
viously customers for soft drinks. 
Properly approached, this market 
can be developed as an adjunct to 
the sugar-containing beverages, 
which themselves show no signs of 
reaching a plateau of demand. 

As nearly as any industry can be, 
Mr. Moore contends, the soft drink 
industry can be classed as depres- 
sion-resisting. This, coupled with 
the steady rise in per-capita con- 
sumption as well as in national 
population, indicates that the pros- 
pects for another year of increased 
sales are highly favorable. For the 
national franchise brands, another 
favorable note is the continuing 
trend on the part of both bottlers 
and consumers toward acceptance of 
name brands. 









VEKO CLUB SODA “SALTS 
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(LARGE BOTTLES) 


| 


of the LIVELIEST, FIZZIEST 


SPARKLING CLUB SODA 


(9 


per unit of 
12 plastic vials 
postpaid 


ONLY $ 





You'll never know how profitable Club Soda can be until you have tried — 


VEKO CLUB SODA SALTS 


Ranks with the nation’s best sellers . 
Salts lock gas in the water imparting a 
lively steady sparkle without foreign taste 

. Dry salts won’t spoil . . . Contains 
No Lithium salts . . . Good for 
drinks. 


ORDER YOUR UNITS TODAY! 





Send ____+___ units VEKO CLUB SODA 
SALTS #1918 @ $3.75 per unit of 12 vials. 
Postpaid in U.S.A. 


| 
| 
MAIL THE | 
| | DEDUCT 3% FOR CASH WITH ORDER 


HANDY COUPON 


Attention of 











TODAY ! 1! | tea 
| Address 
City State 





329 CANAL STREET 


GINGER LABORATORIES DIVISION 
Vf Rat 
NEW YORK 13. N.Y 
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A COMPLETE LINE OF FLAVORS FOR EVERY NEED. 
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for LIGHTER WEIGHT 








and BIGGER 





PAYLOADS 











ZEPHYR 
BODIES 





It's easy to see why more and more Bottlers are turning to Zephyr Bodies. 
These lightweight, long-life beverage case bodies offer too many advantages 
for anyone to overlook. 


Specialty engineers have eliminated 500 to 1000 Ibs. superfluous body weight, 
thereby assuring lower maintenance costs, lower license fees and bigger 
payloads. 


Sliding doors that are durable and hazard-free are an example of unique 
Specialty construction. Doors are hung on ball bearing rollers in an enclosed 
overhead track — guided at the bottom, removable if desired. 


They speed up loading and unloading in the plant and on the highway — 
minimize bottle breakage — save on gas, oil, tires, repairs. 


Pallet design or open rack construction — Zephyrs can supply you the best 
body for your needs. Write Specialty today. 


oe ee Wa doe a a to a ee ee ee 


TORRESDALE AND PENNYPACK STS., PHILADELPHIA 36, PA. 


HI-TENSILE STEELS ELECTRIC WELDING RACK PALLET DESIGN 
LIGHTER WEIGHT SLIDING SIDE DOORS OPEN RACK DESIGN 





THE READER WRITES... 

(continued from Page 8) 

ignorance of the consuming public on a subject about 
which the latter could hardly have the true facts. 
Fear of the use of these essential foods has been 





generated. 

Sugar and sugar-containing products have been 
blamed for obesity. Sugar, in fact, has been the 
chief whipping-boy on the weight problem. 

The Sugar Industry, long-suffering, has decided 
that its product, sugar, should no longer take the 
unwarranted criticism leveled against it. The Indus- 
try has decided on a course of action—to go directly 
to the public with the true story about sugar for 
two reasons: 

1. The Industry thinks that it is in the interest of 
the public to be told the truth about sugar. 

2. The Industry—its workers and shareholders— 
has an important interest in having the public know 
the truth. 

In.consequence, there will be launched shortly an 
outstanding advertising campaign, to run for several 
years, which will give the public the honest facts 
about the value of sugar as a food and its importance 
on the diet. The first advertisement will appear on 
January 14-15 in the leading newspapers throughout 
the United States. In addition, full-page advertise- 
ments of the first ad will appear in Life of January 
18; the Saturday Evening Post of January 27; the 
New Yorker of February 20; Look of February 23; 
the Ladies’ Home Journal for March. 

The first advertisement deals with the subject of 
fat. It points out that people get fat because they 
overeat. They overeat because they are hungry. They 
are hungry, to a great extent, because their blood- 
sugar level is low. The fastest way to raise the 
blood-sugar level (and keep from overeating) is to 
eat sugar and the good things containing sugar. 

This first advertisement clearly points out that, if 
sugar is eliminated from the diet, calories must be 
consumed in some other product and that the argu- 
ment to the effect that reducing or eliminating sugar 
in the diet will bring about a lower level of weight 
is plainly misleading. 

It also clears up a subject on which the public 
is woefully ignorant. There are not nearly so many 
calories in a teaspoonful of sugar as most people 
think. On a recent survey it was shown that pzople 
think there are from 50 to 600 calories in a spoon- 
ful of sugar, whereas there are only 18. It would 
take 140 to 200 spoonfuls of sugar to supply the 
average person’s daily need of calories. 

Thus, the Sugar Industry puts its mind and its 
money to de-bunking the bunk and the purveyors of 
the bunk. We heartily congratulate the Sugar Indus- 
try on taking a forthright and constructive step 
forward in spending their time and their money in 
the public weal. 

Lamborn & Company, Inc. 
New York City. 
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The seasons and the weather con- 
tinue to diminish in importance as 
factors in soft drink sales, as bot- 
tlers promote their products for 
all-time use and expand their 
distribution and sales channels. 











January, 1954 








editorial 








1954 — A Year of Resolution 


1. ordinary year is the one just started. Already 
the economists, government experts and professional 
prognosticators have filled the columns of our news- 
papers and the radio waves with forecasts and pre- 
dictions (frequently contradictory) about what's 
ahead for us in the year now unfolding. 

We don’t intend to join the ranks of the fore- 
casters; instead, we want to take this opportunity 
to set down our observations on what appears to be 
a most interesting and dynamic set of developments 
confronting our industry. 

There’s history in the making in the year ahead 
. . . trade history, that is — directly relating to our 
products, our packages, our prices, our markets and 
our future. 

During the past year we have witnessed the intro- 


‘ 


duction and growth of the “sugar-less” beverages, 
primarily aimed at the 25-30 million people in this 
country who must, or do, watch their weight (and 
the diabetics). Ignored at first, this type of beverage 
(first introduced by independent bottlers) has taken 
strong hold in many of our important markets; has 
in some cases outsold brands that have been king- 
pins for many years. Currently, at least four impor- 
tant franchise companies have recognized the 
“dietetic” market by introducing low-calorie bever- 
ages, backed by their national distribution and 
promotional power {Canada Dry, Clicquot, Mis- 
sion, B-1). 

In the months ahead, the impact of these addi- 
tional national brands in the market, plus perhaps 
one hundred local varieties that will be marketed 
before the year is over, will prove out many theories 
about the non-sugar beverage. Is this market an 
over-rated one? Will people continue to buy a bever- 
age that lacks the taste an? body of the standard 
soft drinks? Is there a sectional character to its 
popularity? Will it result primarily in “plus” busi- 
ness for the industry, or does it tend to undermine 
the regular brands? Is the general overall effect on 
the public mind of the various promotional efforts 
one that will curtail the expanding consumption of 
sugar-sweetened drinks? Much of this will be re- 
solved in 1954. 

* * * 

Next, let us consider canned beverages. Here, too, 
we have an explosive development. It also started 
at a local level, and consequently its importance was 
overlooked. In only 8 months’ time it has produced 
national reverberations. The “Super” line (Walter 












Mack’s operation) will by March be in its third 
plant. . . . The Pacific Coast already has six canned 
beverage operations in existence. . . . Additional 
canning plants are now being readied in New York, 
Miami, Chicago, Philadelphia and elsewhere. 

Many of the national franchise companies, 
privately or openly, are closely watching this devel- 
opment, blueprinting plans for their own participa- 
tion in this package development as soon as these 
important questions are resolved: — 

First of all, are canned beverages economically 
sound for the bottlers . . . the dealers . . . and the 
public? Can the two packages “live together” with- 
out constant price and promotion rivalry? Has the 
package serious limitations in appeal—to children, 
for instance? Is it suited only to specific types of 
outlets and in mass markets? Can future research 
correct present technological deficiencies? Will the 
can generate new interest in the use of non-return 
bottles ? 

Unquestionably, many of these questions and 
considerations anent canned beverages will be 
answered during the coming twelve months. 

* * * 

What about prices? During 1953, the majority 
of bottlers swung to higher prices as the answer to 
their long existing profit squeeze, leaving only a 
handful of areas in the country where the old 80c 
level still prevails. Will the industry continue to 
improve its price — and deposit — levels during 
1954, thus insuring its future prosperity and growth? 
Will there be a movement to cut back to lower 
prices? The answer will come in the year ahead. 

* * * 

Population is booming, and consequently all our 
markets are expanding. Whether we take full advan- 
tage of this windfall, however, will depend on two 
factors: First, on the amount of sound effective 
promotion done by the bottlers, individually, on 
behalf of their products; and second, on whether 
we do a more forceful job collectively in merchan- 
dising soft drinks than do producers of tea, coffee, 
beer, beverage powders, candy, ice cream and other 
similar products. 

* » * 

The future of the industry depends in a great 
measure upon our capacity to evaluate these develop- 
ments in long range perspectives. 

That's why 1954 is a year of resolution for the 
industry ! 
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... for the determination of the “break- 
even” point of every operation in a bot- 
tling plant is the P/V ratio. The method 


is explained. 


By JAMES E. BENNETT, Controller, 
DuQuoin Coca-Cola Bottling Co., DuQuoin, Ill. 


ho ex me explain management’s role in profit plan- 
ning. Executives must understand thoroughly that 
their major role and greatest responsibility is to 
look forward and make plans. These plans should be 
made so carefully that when future becomes history, 
they can look at the record and say that “My plans 
were sound.” 

How many times have we heard it said: “If I had 
had foresight, things would have been different.” 
Today, management should have the foresight of 
hindsight. 

Executives should understand thoroughly the P/V 
technique. I use the abbreviated P/V for “profit/ 
volume.” And they should be convinced that it is a 
tool, which if learned and used properly, can be 
available in making many decisions intelligently. 

Planning requires top executive ability, and per- 
haps it might be wise to consider here some of the 
principles of good management. In my opinion, there 
are at least ten basic principles to be followed if 
leadership is to be effective. 

They are: 

1. A good manager is an informed leader. He is 
informed of all the phases of his business, the 
industry’s problems and the national situation. He 
knows his profit plans and has played a major role 
in their development. 

2. His company is established on a sound financial 


James E. Bennett has been an ardent advocate of the 
P/V formula ever since his company first used it to help 
it determine its price policies. The picture shows him 
describing the system to a national convention audience 


in Chicago, last November. 


structure, with sufficient working capital to take 
advantage of purchase discounts, experiment with 
flavors, packages, design, to test new equipment, to 
expand facilities when necessary, and to carry on 
merchandising and marketing research required to 
keep abreast of the times. 

3. Good managers know that their products are 
well designed and packaged to create sales demand 
and meet consumer acceptance. 

4. There is no doubt who is the boss in a well- 
managed company. Organization lines and authority 
are clearly established. Responsibility is placed at 
the most effective points and key men are held 
accountable for their expenditures by adequate con- 
trols designed to measure their performance. 

5. A good manager uses the most efficient and 
effective operating equipment in all phases of his 
business. This includes sales and administrative 
functions as well as production and delivery equip- 
ment. More specifically, he is fully aware of machine 
speeds, downtime, and change-over periods. The 
overhead cost per-man-minute is no secret to him, 
and he knows that his chief enemies are downtime 
and slow-speed production. 

6. Office records for production, sales, inventory, 





PROFIT PLANNING ... 
A New Tool... 


accounting and statistical requirements are ade- 
quate, but simple. Necessary historical records for 
tax, banking, and other financial purposes are 
maintained, but operating records are measures of 
action, and designed to generate action at the point 
where or when needed. 

7. Cost standards and budgets are established for 
production, delivery, sales, and administrative ac- 
tivities, and a good manager sees to it that responsi- 
ble supervision meets these standards. 

In speaking of cost standards, I do not necessarily 
mean standard costs, Large bottlers may well employ 
a standard cost system, with full details carried in 
the record. Small bottlers may establish cost stand- 
ards on actual experience, which will not be as 
scientifically accurate as standard costs, but will be 
adequate for the establishment of targets or goals 
of performance at which to shoot. 

8. Good management will develop sound incentive 
plans for all key personnel. These may be used, 
ranging from coverage of the production line 
worker to the key man, and any bonus earned must 
be the result of individual performance. 

Sales incentive plans are important. The usual 


method of paying salesmen consists of base salary 
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1 * P/V Ratio is the part of % of each sales dollar 4 
' available for constant expenses and profit. ! 
' Example: ; 
; P/V — Profit Contribution ; 
; Net Sales ; 
: Example: Profit Contribution $4,400 : 
; Net Sales 9600 | 
1 P/V % 45.8% ! 
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plus commission. Salesmen, however, often reach a 
“plateau of complacency.” That is the point where 
he has earned all he wants and doesn’t care to go 
any further. They become the “cream pickers” and 
go after the large accounts, and leave the small 
ones alone. 

Good management, to overcome this problem, will 
establish quotas for each salesman or distributor, 
and each of those persons should have a part in that 
quota development. Seldom does one destroy some- 
thing that he has helped to build. And if the sales- 
man or distributor has had a part in setting up 
this quota, he is more likely to meet or beat the 
figure. 

An important feature of any incentive plan is 
that bonus payments must increase substantially 
after a pre-determined figure has been reached. This 
will tend to create the extra prod necessary to keep 
the salesman rising above his level of contentment, 
and the P/V technique can be used to locate that 
point, so that it will mean in addition to extra 
benefits to the man, extra profits to the company. 

Key-man bonus plans are effective, if the incen- 
tive has been well defined and developed. Where 
standards have been established and include ex- 
penses which can be controlled by the key man, the 
bonus may be based upon the amount by which the 
actual expense is under the standard allowance. 
Again, the key man should have a hand in setting 
the standards and agree that the amount is fair and 
equitable. 

9. Research is a continuous process where good 
management prevails. It should include new line 
products, design and 


potentials, profitability of 


package, merchandising methods and accounting 
systems. 

10. Last, but not least: Good management should 
support and take an active part in its trade asso- 
ciation activities, by utilizing statistical data avail- 
able, recognizing the fine work being done by the 
association, in public and governmental relation- 
ships, and by sending representatives to conferences 
to learn all they can for their own good. 

The objective of business is to earn a profit—a 
profit consistent with the company’s responsibilities 
to its employees, its customers, and its owners. Only 
by earning a profit through selling goods and serv- 
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ices at a fair price, while paying fair and reasonable 
wages, can a business justify its existence. Only 
then will employees be reasonably secure in their 
jobs, and only through earning such profits can 
capital flow back into the industry. 

Generally, from profits alone, may come higher 
salaries and wages, lower prices and better products 
through research. Over the long term, these develop- 
ments do not stem from a business which is losing 
money. But profits do not merely happen. They 
are primarily the result of skillful planning. Profits 
result from the effort of managements which can 
organize all the forces of a business enterprise into 
a well-coordinated team, whose objective is the earn- 
ing of a profit. 


Different Kinds of Management 


There are several kinds of managements operating 
in American business today, and by no stretch of 
the imagination are they all profit-minded. Let me 
mention some. 

First, there exists a sales-minded management 
which, with its sales contests, quotas, slogans, and 
advertising, is interested primarily in how much it 
can sell, not whether the products are profitable. 

Second, closely related, is the volume-minded 
management which thinks merely in terms of vol- 
ume. “Just enough volume and the profit will take 
care of itself.” This type is most prevalent in our 
industry. 

Third: There is the price-minded management 
which believes that by lowering the price the sales 
will just roll in. 

Now these three managements have one thing in 
common: That is an emphasis on sales, although 
from a different approach. 

Fourth: In addition to these there is a factory- 
minded management whose sole objective is efficient 
production. It will have the latest and best equip- 
ment available, regardless of cost. 

Fifth: There is the financial-minded management, 
which places the emphasis on financial manipulation, 
re-organization, mergers, etc., rather than on sales 
and production. Emphasis may be on conservation 
and rarely are any chances taken. Suggestions are 
weighed in great detail, and in this ultra-conserva- 
tism, often pennies are pinched and dollars or profits 
are lost. 

To most controllers it is obvious that all these 
factors should be considered in relation to each 
other. All factors should be balanced, and the man- 
agement which is in balance on these points is a 
profit-minded management. 


Available Tools for Management Use 
The greater merit in planning is that you do 
orderly thinking, and set up specific programs and 
policy and procedure before the happenings actually 







































































Fora Mid-Winter 
Sales Spurt try 
Twitchell’s 





No. 7 LEMON 


| fhe) F58 PALE DRY 
GINGER 








Your old and trusted friend Sam Fitzwater has been picking 
"em right ever since we can remember. So you can be sure 
you’re getting good advice when he speaks up for these 
two fine Twitchell flavors: 


No. 7 LEMON-—Sam says no lemon can top this one for 
downright goodness and taste appeal. It’s a sure-to-please 
blend of Messina lemons and premium West Indian limes. 
Just the thing for straight or mixed drinks! A 2-o0z. item. 


F 58 PALE DRY GINGER—Sam’s keen on this new ginger 
ale, and for good reason, too. Here’s a blend of the world’s 
best gingers—including Jamaican—with tasty overtones of 
lime and other tangy flavors. This modern 2-02. item is truly 
different ! Use it and see. 


Sam Says: Mr. Bottler, to get these fine 
Twitchell flavors, just fill out and mail this 
handy coupon today! 





Please send me: 


[_] Samples of both 


Fill my order for: 
Gallons No. 7 Lemon 
Gallons F 58 Pale Dry Ginger 


CT] Serid me Twitchell Talks 
(newsy 32-page magazine for bottlers) 








Firm Name 





Street 





City Zone State 








Signed by 


Foitehellon 


85 years of service ta bottlers 


















CRESTMONT AND HADDON AVES. + CAMDEN 4, N. J. 









1 L1ASS 








rotects 


your beverage quality 


© You know the flavor your customers taste when they uncap 
your bottle is the same true flavor and quality you mean it to be 


... the same true flavor and qual- 
ity on which you have staked 
your business reputation and fu- 
ture. That's why glass is the best 


DURAGLAS CONTAINERS 
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AN (D PRODUCT 


package in which to send your 
beverage to market. It is inert 
—completely indifferent to the 
contents which it protects. 





Customers taste your beverage ex- 
actly as it left the capper... noth- 
ing added . . . nothing changed. 
Duraglas bottles, the finest of all 
glass bottles, are faithful protec- 
tors of your standards of quality. 


Owens-ILurnots 


GENERAL OFFICES - TOLEDO 1, OHIO 


take place, thus snap judgments are reduced to a 
minimum. 

At regular intervals, monthly, quarterly, semi- 
annually, or annually, a check is made to determine 
how the actual operations compare with the original 
plan. Thus, if the plan has been pre-determined, it 
is only necessary to probe into the variances from 
the plan. Actual operations that are not meeting the 
plan are carefully analyzed so that the corrected 
thinking may be applied. 

In preparing a sound profit plan, constructed on 
the P/V principle, it may be necessary to change 
your past thinking to some degree. 

This new concept called profit-planning has been 
developed in recent years, and its advantages as a 
tool for management should become apparent as our 
discussion progresses. 


Expense Classifications and Their Behavior 


You all have your regular chart of accounts, into 
which your costs and expenses are charged regularly. 
I do not propose that you make any changes in 
what you have; however, to follow the P/V tech- 
nique, it will be necessary for you to go through 
your present charts and classify each as to whether 
it is a variable expense, or a constant expense. 

Let me explain each of those. Variable costs, as 
the name implies, are closeiy identified with the 
product, and increase in dollars paid automatically ; 
as your sales or production decreases; they decrease 


also. Very simply, if you make one hundred cases, . 


the crown cost of that one hundred cases in dollars 
is one hundred times as much as if you make one 
case. The amounts are stable for each unit, each 
case. And they vary as your sales and production 
varies. 

The constant costs, the ones that will operate 
entirely differently, are identified primarily with 
time. Not with a product, but with time. 


These are of different types. 


1. You have the fixed or non-escapable constant 
costs. These are the same whether your plant runs 
full time or closes down for a week. Now the first 
one of the variable ones wili be such things as 
your terms, your flavors, your crowns, commissions 
paid to salesmen, things of that sort, which increase 
and decrease as your sales or production increases 
or decreases. The constant ones do not operate that 
way. They remain the same irrespective of your 
volume of business. Such items in this category 
are insurance, depreciation, taxes, insurance, pen- 
sions, ete. 

2. Then there is a second group of constants, 
which are called regulated or somewhat escapable, 
in that they lie in the area of executive decisions. 
Management policy sets the amounts to be paid for 
such items as advertising, research, high ranking 
salaries, traveling expenses, etc. 
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Then, along with these are some accounts which 
are mixed, part variable, and part constant. A typical 
one there might be the electricity bill. If you use so 
much power in your manufacturing process, and you 
also use some in the office, as you make more, part 
of your light bill or power bill will increase. But it 
will not reduce to a minimum if you don’t manu- 
facture. There are some others. 

Then there is another group, irregular, that just 
come along like Topsy. They just come along. We 
don’t know what they will be 

These mixed and irregular expenses, to follow the 
P/V technique, need to be broken down into their 
variable and constant factors. Those of you who 
have done any statistical work may do this by a 
distribution chart or the others who have never 
heard of one, can estimate fairly closely, and it 
will be good enough for this study. You can tell 
pretty well about how much of these is fixed, which 
will not vary as business does, and pretty much 
about how much is variable. Careful estimation will 
be sufficient for this. 

The advantage of segregating your costs into 
these two categories are these: 

1. Constant standards may be set for your vari- 
ables. To use a simple example: You know how much 
you pay for crowns. You know how many cases you 
should get from a gross of crowns. You can divide 
the number of cases by the cost of a crown, and 
the cost of a gross, and that will give you a 
standard cost for a case of merchandise. You may 
set cost standards for your variables. You will have 
all kinds of those. It is immaterial what they are, 
just so they do give a measure of that variability. 

2. The constant costs can be accurately budgeted, 
because they follow a time pattern. Your salary and 
the other constant costs, interests, depreciation, can 
be divided evenly over a time, over the unit you are 
using, and you set up your standards on that. 

3. Most important, by this segregation, you will 
be able to calculate the effect before it happens of 
price and volume changes. I will give an example 
here later showing you that can be done. 

Obviously, the different products will have differ- 
ent costs, leaving different amounts out of the sales 
dollar for paying off the constant costs, and then 
giving the profit. 

For example, an expensive flavor—shall we call it 
“butterscotch persimmon” flavor—a very expensive 
flavor, may leave out of the sales dollar as little as 
eighteen cents, while let us say a carbonated water 
may leave out of the sales dollar as much as eighty- 
five cents, for paying off your constant costs. 

With the different products that you manufacture, 
how, by the traditional methods, could you determine 
the profitability of each particular flavor, or each 
particular line? 


(continued on Page 84) 
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Fruity Blend 
1 02 


Vanilla Character 
No 
1.02 
Vanilla Characte 
Compound 
1.07 


CREAM SODA 


LFTs lilareMelale Miiclale h @Ne (J Ila Tel 'T; 
ard satisfying ... this always-popular 
thirst quencher makes beautiful 

music on the cash register 


IF it's made with Red Seal Flavors 


l 








NO DELAY... for every order received before noon is shipped the same day! 


WARNER-JENKINSON MFG. CO, SEAL 


ESTABLISHED 1905 


Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas £7 roy? 





Mojonnier “Twin” 

Carbo-Cooler, capac- 

ity 3600. gallons per 

hour operated by the 

Feigenson Bros. Company, 

Detroit, Michigan, on a multiple 

flavor mix fine. This unit cools 

and carbonates the water and 

\ syrup and delivers uniformly car- 
Seon 7" - bonated finished product to the filler, 

\\ \ \ ; “agapaaee permitting maximum filler speeds at all 
const seasons. Compressor equipment located 

elsewhere in plant. Twin Carbo-Cooler occu- 


> pies floor space only 7’ wide x 9 ong. 


"— . 
om 1/ ® These shiny Carbo-Cooler twins have capacity to cool and carbonate 3600 gallons 

x 1\\ of mix per hour. Operating in a well known Detroit bottling plant, they deliver 36°F 
\\ q \\ Z mix to a 60 Spout Meyer filler, operating at 194—32 oz. quarts per minute. Soon this will 

\ . be. up to 210 BPM. A second Carbo-Cooler, now on order, will supply another Meyer 
filler running 400—12 oz. bottles per minute. Such high speeds are another Carbo-Cooler production 


miracle, resulting in more production at less labor cost than ever possible before. 


® The Carbo-Cooler twins cool and carbonate a general line of flavors, including pulp drinks. A high speed cleaning 
procedure between flavors reduces time lost on flavor change-overs to a very minimum, less than on any other system. 


® A Mojonnier Carbo-Cooler in your plant is your assurance of uniform quality carbonation. Water or mix are handled 
with equal ease. Available in models for all makes of fillers. 


® it will pay you to investigate the Mojonnier Carbo-Cooler for your operation. Write for Bulletin 181 today. 
MOJONNIER BROS. CO., 4601 WEST OHIO STREET, CHICAGO 44, ILLINOIS 


Mojonniean CARBO-COOLERS 


\ 


ALSO S¥RUP. COOLERS AMO WALLER COGCLiSE 5 
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Personal 
Vtems... 


IN 


sr HTH 


Dr. and Mrs. Wilbert A. Heyman 
are proud to announce the birth of 
an 8 pound, 10 ounce son, Arthur 
Henry Heyman, recently, at Doctors 
Hospital in New York. ... Janes A. 
Farley, board chairman of Coca- 
Cola Export Corp. and Richard H. 
Grant, retired vice president of 


| General Motors Corp., will be among 


the speakers at the Distinguished 
Salesmen’s Awards dinner of the 
Sales Executives Club of New York 
on February 29. ... G. Bertolini, 
president of the Nesbitt’s Bottling 
Co. of Barre, Vermont, was recently 
elected to the presidency of the 
Barre Vermont Kiwanis Club... . 
Joe Reed, who joined the Frostie 
family of field men just a few 
months ago, celebrated his twenty- 
fifth wedding anniversary, and im- 
mediately took off on a two-week 
Florida honeymoon. 

A. H. Caperton, advertising man- 
ager of the Dr. Pepper Co., Dallas, 
Texas, represented the soft drink 
industry on the U. S. Chamber of 
Commerce advertising committee 
when it met in Washington, D. C. 
recently....R. L. Wilson, manager 
of raw materials and by-products 
for Diamond Alkali Co., was hon- 
ored recently as company executives 
and other business associates heid 
a dinner for him at the Union Club 
in Cleveland in recognition of his 
28 years of service with the com- 
pany. 

Arthur Montgomery, vice presi- 
dent of the Atlanta Coca-Cola Bot- 
tling Co., has been elected president 
of the American Cancer Society’s 
Fulton County Unit. 

Former City Councilman ani 
owner and manager of the Durham 
Coca-Cola Bottling Co., W. K. Rand, 
has expressed surprise that he was 
selected as one of the five “Fathers 
of the Year” by a secret committe: 
for the Merchants Association. Mr. 
and said that the idea that he 
might be chosen had never entered 
his mind. He is the father of two 


children, both of whom are married 
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(Have you answered our Invitation to Make Money ¢) 


Perhaps you visited us at the Convention. 





. If so. we trust we were able to spend 





enough time with you to give you the 
many dollars-and-sense reasons 


why a partnership w ith 
is crown is 
re efficient 


Canada Dry-offers established. 


bottlers a remarkable opportunity. 
ith a difference you can see and 

It is true we were extremely m't ask you to take our word for 

: : Bnple experiment. 
busy at the Convention, and so different kinds of crowns as you 
out looking at them, feel their 
possibly did not have pick out the one with no burr. 


pick the Armstrong Crown 





an opportunity to see you. 


oi oes that mean? That smooth 
Therefore, we are , 
§ there's no sharp edge to wear 
huse skips and hang-ups. It’s the 
“EDO: r r’ Invitatio , 
repeating Qu or owns run smoother and give 
bn. 


» to Make Money.” : . 
4 your own lines and check their 


rmstrong Cork Co., Glass and 
201 Coral St.. Lancaster. Penna. 


‘To those who attended 
the Commiation . and to 
those. who didn't again 

we cordially invite you to 
write for complete information to: 
Canada Dry Ginger Ale, Inc. 


U.S: License Department, 100 Park Avenue 


New York 17, New York 
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Saves money on groceries 


Her bill would probably be higher if it weren't for 
advertising. Both the store and the manufacturers use 
advertising as their lowest-cost way to get across news 
about their products. 

On the average, the advertising for a package of 
breakfast food amounts to less than 3 10¢: for bread, 


less than the wrapper. 

Selling more goods helps make mass production 
possible—which means lower production costs, lower 
selling costs, lower prices. 

Yes. advertising is a low-cost selling method that 
helps keep your living costs down, 


TI ptivement biabared Bx 4 


National Bottlers’ Gazette 





Ss 











Sac a EEy PEI sete cane ncn CS RS ead ee ee 


NEWS PIX... 







TIME OUT FOR A DRINK 


Flushed with a 53-0 tally register by his team against two 
successive Big Ten opponents, Hawkeye Coach Forest 
Evashevski trains his sights on Notre Dame and enjoys a 
bottle of “76”, bottled by the American “76 Co. With him 
is his son Forest, Jr., also a “76” sport fan. 
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CALORIE CONSCIOUS? TRY B-1. 


This new B-1 painted bulletin copy ties in with the 18” x 
30” frame inseris and cardboard displays recently dis- 
tributed by the company. The teen-ager Life of the Party 
copy also suggests the “Calorie Conscious” theme. 





SEVEN-UP PLAYS HOST TO THE TEACHERS 


The parent Seven-Up Co. of St. Louis was host recently 
to a group of 30 school teachers from St. Louis and St. 
Louis County schools marking the “Business-Education 
Day” in St. Louis. Guides showed the visitors through the 
Seven-Up office building and the teachers inspected the 
various departments and heard Seven-Up personnel ex- 
plain their jobs. 
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this crown is 
more efficient 


Here’s a crown with a difference you can see and 
feel. And we don’t ask vou to take our word for 
it. Just try this simple experiment. 

Take as many different kinds of crowns as you 
wish. Then, without looking at them, feel their 
underside and pick out the one with no burr. 
You'll find you pick the Armstrong Crown— 
every time! 

Now what does that mean? That smooth 
underside means there’s no sharp edge to wear 
chutes and to cause skips and hang-ups. It’s the 
reason these crowns run smoother and give 
higher production. 

Try them on your own lines and check their 
performance. Armstrong Cork Co., Glass and 
Closure Div., 5501 Coral St., Lancaster, Penna. 


Armstrong's Hi-Speed Crowns 


Western Representative 
JOHN MULHERN CO. 
Son Francisco 24, Los 
Angeles 23, Seattle 9 
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Here is one way to get raspberry eatract 
according to cartoonist Rube Goldberg. 
BUT ...many flavor manufacturers prefer 


to use Kohnstamm’s extra concentrated 


ATLAS True Fruit Raspberry Extracts, black, red or special blends. 


FIRST PRODUCERS OF CERTIFIED COLORS 


OGHRSGTARRM ¢ COMPANY Enc. 


ESTABLISHED 1651 





89 PARK PLACE, NEW YORK 7 + 11-13 E. ILLINO!IS ST., CHICAGO 11 - 4735 DISTRICT BLVD., LOS ANGELES 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 
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ANSWERS TO TAX QUIZ 


(Questions appear on page 6.) 





In ail these answers it is assumed that transac- 
tions are made in good faith and no special cir- 


cumstances exist which would alter the effect. 


1. b. A joint return is best for husband and wife, 
except for unusual situations, including some involv- 
ing medical expenses and capital losses. It’s wise to 
figure the tax both ways before deciding. If your 
wife uses her exemption in a separate return, you 
are not allowed to claim it in yours. 


2. c. The interest on the first and second loans can 
be deducted as business expense. The interest on the 
third loan is a personal deduction, unless you use 
the standard deduction. 


3. c. Certain types of organizations, such as reli- 
gious and educational associations, are not required 
to pay tax, but you still must pay tax on interest 
received from their bonds. 


4. b. The wages are deductible if they are reason- 
able. The exemption is not lost, if she qualifies in 
all other respects, until her gross income reaches 
$600. 


5. b. Permission must be requested within the first 
90 days of the year to be affected, except that appli- 
cation to change to LIFO (last-in, first-out) method 
may be filed with your return for the first year 
affected. 


6. c. Your deduction for a charitable contribution 
is the value of the gift at the time it is made. You 
are not considered to have realized a taxable gain 
when you give away property that has increased 
in value. 


7. d. The dependent may be either a U. S. citizen 
or a resident of the U. S., Canada or Mexico. 


8. a. You establish your fiscal year when you file 
your first return after organizing your business. 
You may change it only with Government permis- 
sion, requested at least 60 days before the proposed 
year-end date. 


9. a. But if you had held the stock beyond six 
months you would have had a long-term instead of 
short-term capital gain. You would have been taxed 
on only 50% of the gain, and in no case would the 
tax exceed 26% of the gain. 


10. c. The dividends are income to the child, pro- 
vided the gift is considered genuine, and no return 
is required from anyone having less than $600 gross 
income. 
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VISUAL SELLIN 





Faster selling, quicker turnover and more 
productive use of store space is reflected 
in growing use of visualized selling aids 


at point-of-sale... 


~ 

S evr-service” may soon be dropped out of re- 
tailing’s trade lexicon according to J. B. Wallace, 
business staff writer for the New York World-Tele- 
gram and Sun, quoting a prominent store head, 
“and it will be supplanted by visualized selling.” 

In this opinion, the latter term is more accurately 
descriptive of what is now taking place on an ever 
widening scale in the retail world. 

“By definition,’ continued Mr. Wallach, “‘visual- 
ized selling means selling on sight. To that end, 
more and more stores are maximizing their open 
displays of merchandise and making them com- 
pletely accessible. In doing so, he said, they are 
only accommodating public demand. 

“Although self-service undeniably has been the 
inspiration of visual selling, it isn’t the same thing. 
In many instances, he pointed out, visual selling 
floors are manned by no fewer clerks than hitherto 
and personnel ‘cuts’ aren’t contemplated. 

Basically, he explained, the idea isn’t to economize 
on manpower but to speed selling, quicken turnover, 
eliminate the waiting that causes shoppers to chafe, 
and in general to make store selling space as pro- 
ductive as possible.” 

That this is the primary merchandising trend in 
the point-of-sale promotion of beverages of all kinds 
is evident on every hand. Open displays that “‘ex- 
pose” brand labels to the maximum number of cus- 
tomers’ eyes, improved techniques in signs, and 




















Unique novelty motion and mechanically activated displays can help cugment actual 
demonstrations and convert “lookers” into “buyers”. 


even in the use of sales-building pricing ticketing 
and tags are among the indications. 
A merchandising organization recently listed the 
following points in favor of visualized selling: 
1. Visualized selling reduces number of sales- 
people needed, also selling time. 


ro 


It takes greater advantage of store “traf- 
fic’”’. 

3. Gets broader spread in turnover, a primary 
objective in retail selling today. 


4. Reduces customer waiting time. 


5. Gives bottled stocks on display a more inter- 
esting aspect. 
So much for the technique of point-of-sale mer- 
chandising through showing of the goods itself. 
Fixtures of all types, too, are being designed not 
only on the basis of help yourself merchandising. 
Efforts are being made, and with success, to not 
alone dramatize the displays but also to draw the 
eye of the customer to them and hold it long enough 
to make sales. 
Novelty motion and mechanically activated dis- 
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plays have had a long and successful run; movies 
and film machines to attract buyers have proved 
successful in spite of their need for attention if 
they are to be kept steadily at work. 

But, among the most important point-of-sale aids 
now at the service of the industry is a compact slide 
projector which already has beea widely enlisted in 
opening up and broadening retail markets. It typi- 
fies what has long been needed—a device that will 
throw a limited number of descriptive pictures and 
titles in succession on a small screen at point-of-sale 
and do it continuously without letup and without 
mechanical attention. 

The cabinet, resembling a small television set in 
projector which throws both 
slides on the screen. Each 
a weekly news service. The 


appearance, contains a 
news pictures and ad 
user may subscribe to 
service is offered on a rental basis at $4.00 per week 
for the weekly set of 16 slides plus the low cost in- 
vestment of the projector unit. 

The unit serves as a point of purchase attention 
getter. It requires four square feet of floor space. 
The same principle has also been incorporated into 
custom-made point of purchase display units. 
Bendix Home Appliances, for example, has used the 
display for its automatic washers and dryers. The 
news pictures point up the theme, “New as today’s 
news.” 

The first duty of any retail salesman (in theory) 
is to call the attention of as many prospective buyers 
as possible to the particular brand of beverages on 
display. The ideal contact of this type is for the 
clerk to then explain in simple terms and as clearly 
as possible, what the merits of the goods may be as 
preliminary to making a sale. 

Yet, as every bottling plant sales department, mov- 
ing its products through retail stores well know, 
perhaps one in a hundred sales people do this kind 
of selling once a day. Not one in a thousand do it 
ten times a day and not one in ten thousand do it 
fifty times a day. 

Knowledge of this fact among beverage mer- 
chandising men has spurred the interest in some 
device or system which will do just that every 
time a prospective buyer comes within range of 
the display. 

That is why the trend has been toward a way of 
getting the sales points across every time by going 
over the head of the sales person who, in spite of 
training and supervision, just doesn’t get the story 
across enough times. 

Or, he or she may tell the story but tell it incor- 
rectly, or incompletely, or, too fast or too slow, or 
in a way lacking in that personal enthusiasm which 
is such a vital part of any sales approach. 

Turning to mechanical aids to do this job, mer- 
chandisers find that the progressive series of il- 
luminated pictures in colors (telling the sales story 
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at a controlled speed) introduces that needed en- 
thusiasm with color and “picture interest’, and 
offers the best opportunities. 

But, it has been a question largely of bringing 
this method down to a permissable cost basis and 
also to the point where the unit is trouble-free and 
therefore doesn’t result in idle hours during which 
sales could be in the making. 

Pictur-Vision projectors permit the retailer 
to show 16 color slides progressively, advertising 
his product in connection with the display of the 
goods itself in any number of stores with or 
without interspersing up-to-date photographs of 
current news events supplied as part of the program. 

On the basis of two million shoppers in retail out- 
lets it is pointed out this would mean a sales mes- 
sage flashes into view once every 90 seconds, 45 
times an hour, 405 times a day, and 2,430 times a 
week, in natural color pictures on a television-type 
screen, right where the goods is also being shown. 

Or, the beverage bottler may utilize all the pic- 
tures for pushing several of his products in his 
retail outlets in cooperation with his retailers who 
handle and display the goods. 

It is not hard to build displays that help cus- 
tomers choose. Let’s start with a section. It may 
contain any number of items. A customer can con- 
sider only a few items over and above her purchases, 
probably ten is the limit. She may glance at more, 
but she will not give them real buying consideration. 

In addition to special displays in the section, every 
row of merchandising needs a combination display 
‘stopper’ and interest-center. Display cases of 
goods and groups of related items, rows of items on 
shelving, all need to have certain items “peaked” 
in display quantity, arrangement, and interest value. 

Perhaps the main objective which inspired the 
original trend to self-service in our retail beverage 
markets was the reduction of operating overhead 
and sales costs by throwing more of the burden of 
buying on the shoulders of the public. 

Then, too, there were the factors of stocking, 
storage and turnover as corrallary factors. But, the 
average store today presents often hundreds of 
objects, displays, “points of interest’ and some- 
times even a fine and colorful display of beverages 
alone may not attract attention, and, even attention 
doesn’t always mean sales. 

The goods shown cannot speak for themselves and 
after all looks are only one motivating reason for a 
purchase. What is inside the package and in the 
product are factors which eventually make any sale. 

For this reason it would seem that the best way 
to get these inside facts across, to get them across 
as many times as posible, right at the point of sale 
where the goods is in sight; is to be a vital factor 





in the visualized selling age, the age upon which 
many leading beverage men feel, we are already | 








embarked. 
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plays have had a long and successful run; movies 
and film machines to attract buyers have proved 
successful in spite of their need for attention if 
they are to be kept steadily at work. 

But, among the most important point-of-sale aids 
now at the service of the industry is a compact slide 
projector which already has beea widely enlisted in 
opening up and broadening retail markets. It typi- 
fies what has long been needed—a device that will 
throw a limited number of descriptive pictures and 
titles in succession on a small screen at point-of-sale 
and do it continuously without letup and without 
mechanical attention. 

The cabinet, resembling a small television set in 
appearance, contains a projector which throws both 
news pictures and ad slides on the screen. Each 
user may subscribe to a weekly news service. The 
service is offered on a rental basis at $4.00 per week 
for the weekly set of 16 slides plus the low cost in- 
vestment of the projector unit. 

The unit serves as a point of purchase attention 
getter. It requires four square feet of floor space. 
The same principle has also been incorporated into 
custom-made point of purchase display units. 
Bendix Home Appliances, for example, has used the 
display for its automatic washers and dryers. The 
news pictures point up the theme, “New as today’s 
news.” 

The first duty of any retail salesman (in theory) 
is to call the attention of as many prospective buyers 
as possible to the particular brand of beverages on 
display. The ideal contact of this type is for the 
clerk to then explain in simple terms and as clearly 
as possible, what the merits of the goods may be as 
preliminary to making a sale. 

Yet, as every bottling plant sales department, mov- 
ing its products through retail stores well know, 
perhaps one in a hundred sales people do this kind 
of selling once a day. Not one in a thousand do it 
ten times a day and not one in ten thousand do it 
fifty times a day. 

Knowledge of this fact among beverage mer- 
chandising men has spurred the interest in some 
device or system which will do just that every 
time a prospective buyer comes within range of 
the display. 

That is why the trend has been toward a way of 
getting the sales points across every time by going 
over the head of the sales person who, in spite of 
training and supervision, just doesn’t get the story 
across enough times. 

Or, he or she may tell the story but tell it incor- 
rectly, or incompletely, or, too fast or too slow, or 
in a way lacking in that personal enthusiasm which 
is such a vital part of any sales approach. 

Turning to mechanical aids to do this job, mer- 
chandisers find that the progressive series of il- 
luminated pictures in colors (telling the sales story 
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at a controlled speed) introduces that needed en- 


. thusiasm with color and “picture interest”, and 
offers the best opportunities. 

7 But, it has been a question largely of bringing 

* this method down to a permissable cost basis and 

. also to the point where the unit is trouble-free and 

:. therefore doesn’t result in idle hours during which 


i sales could be in the making. 
Pictur-Vision projectors permit the _ retailer 


; to show 16 color slides progressively, advertising 
t ‘his product in connection with the display of the 

goods itself in any number of stores with or 
: without interspersing up-to-date photographs of 
‘ current news events supplied as part of the program. 
On the basis of two million shoppers in retail out- 


lets it is pointed out this would mean a sales mes- 
sage flashes into view once every 90 seconds, 45 
times an hour, 405 times a day, and 2,430 times a 
week, in natural color pictures on a television-type 
screen, right where the goods is also being shown. 

Or, the beverage bottler may utilize all the pic- 
tures for pushing several of his products in his 
retail outlets in cooperation with his retailers who 
handle and display the goods. 

It is not hard to build displays that help cus- 
tomers choose. Let’s start with a section. It may 
contain any number of items. A customer can con- 
sider only a few items over and above her purchases, 
probably ten is the limit. She may glance at more, 
but she will not give them real buying consideration. 

In addition to special displays in the section, every 
row of merchandising needs a combination display 
‘stopper’ and interest-center. Display cases of 





goods and groups of related items, rows of items on 
shelving, all need to have certain items ‘“‘peaked”’ 
in display quantity, arrangement, and intérest value. 

Perhaps the main objective which inspired the 
original trend to self-service in our retail beverage 
markets was the reduction of operating overhead 
and sales costs by throwing more of the burden of 
buying on the shoulders of the public. 

Then, too, there were the factors of stocking, 
storage and turnover as corrallary factors. But, the 
average store today presents often hundreds of 

A objects, displays, “points of interest’ and some- 
times even a fine and colorful display of beverages 
alone may not attract attention, and, even attention 
doesn’t always mean sales. 

The goods shown cannot speak for themselves and 

} after all looks are only one motivating reason for a 
purchase. What is inside the package and in the 
product are factors which eventually make any sale. 
For this reason it would seem that the best way 
to get these inside facts across, to get them across 
as many times as posible, right at the point of sale- 
where the goods is in sight; is to be a vital factor 
in the visualized selling age, the age upon which 
many leading beverage men feel, we are already | 
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THE RETENTION 


OF CARBONA 


New production practices assure a lively, spar- 
kling beverage, with maximum CO: utilization... 


by JAMES J. BRODERICK and MISS MARY 
MOGAVERO, Technical staff, Givaudan 
Flavors, Inc. 


“7 ut retention of carbon dioxide gas 
in carbonated beverages has always 
been a desired feature of such drinks 
and a great deal of effort has been 
expended by bottlers to see that their 
beverages retain maximum carbona- 
tion. If the study of the principles of 
carbon dioxide retention were desir- 
able in the past, the advent of dietetic 
drinks makes their understanding 
even more important. 

Carbon dioxide gas is forced into 
bottled beverages under pressure and 
when capped, the gas is retained be- 
cause it is in a sealed chamber. When 
the cap is removed, the pressure is 
relieved and the beverage pressure 
attempts to come to an equilibrium 
with the pressure of the atmosphere, 
by releasing the carbon dioxide. The 
speed with which the gas is released, 
the “throttle’”—so to speak, is propor- 
tional to the surface tension of the 
bottled drink. In simple terms, surface 
tension is a condition caused by the 
greater pull that the water under the 
surface layer has on the surface layer 
than the air above the surface layer 
has. It causes the surface layer of the 
liquid to be more or less rigid and 
resist the release of any dissolved 
gas.* (1) The properties of this sur- 
face layer, which differs in physical 
properties from the bulk of the liquid, 
varies under certain conditions, and 
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the higher or stronger the “surface 
tension” in a carbonated beverage, the 
stronger the resistance to carbon 
dioxide release. 

Surface tension of liquids decreases 
with an increase in temperature. We 
are all aware that an increase in tem- 
perature results in rapid loss of car- 
bonation from an uncapped beverage. 
Too high a temperature increase will 
counteract any other factors or safe- 
guards we may have attempted to use 
to increase surface tension and retain 
“arbonation. It can only be our goul 
to retain reasonable carbonation when 
the uncapped beverage has been kept 
refrigerated. 

Materials in solution increase or 
decrease surface tension depending on 
their structure. Certain materials, 
called surface-actine agents, have the 
property of greatly reducing surface 
tension when present in only very 
small quantities. In this class fall syn- 
thetic detergents of various types. It 
is imperative, therefore, that the bot- 
tler who uses detergents in his bottle 
washing be certain that none of it is 
retained on the bottle surfaces. On 
the other hand, free alkali will usually 
increase surface tension slightly. Low 
priced flavoring extracts will some- 
times contain a surface acting chemi- 
cal as a solubilizing agent and the use 
of such extracts results in excess 


foaming during bottling and lower 
surface tension, hence carbonation 
loss. 

The materials commonly found in 
carbonated beverages that will in- 
crease surface tension and thereby aid 
in checking carbonation loss are sugars 
and certain dissolved salts. Surface 
tension may be measured in various 
ways and the unit of measurement in 
technical language is dynes per centi- 


% Sugar in Water 


Surface tension at 25 degrees C.71.97 


(dynes /cm) 


Increase in surface tension —_— 
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meter. All we are interested in here 
are the numerical values. For example, 
the surface tension of sugar solutions 
vary as follows: (2) 
Since sugar increases surface tension 
in carbonated beverages it is obvious 
that carbonation loss is a greater 
problem in dietetic drinks and other 
low sugar carbonated beverages. 

As already mentioned, certain salts 
have the property of increasing sur- 
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face tension and the following salts ated because of their toxic effects. 
are listed together with the quantities Some salts presented problems in ob- 
needed to give the listed increase in taining easy solution in water and 
surface tension. were not used. The salts listed above é 
SALT CONCENTRATION INCREASE IN SUR- TEMPERATURE AT Bulk Mai €: 139 
Gm. formula wt ozs./gis. FACE TENSION WHICH MEASURED 
1000 gm solvent water (app) dynes/em 
Calcium 0.1 1.42 0.35 25 degrees C ydhler SHE? 
Chloride Ga: | 7.10 1.5 25 degrees C 
Potassium 0.1 0.95 0.16 20 degrees C 
Chloride 0.5 4.77 0.70 20 degrees C Per 
Magnesium 0.1 1.22 0.32 20 degrees C 
Chloride 0.5 6.08 1.52 20 degrees C Vik 0. 
Magnesium 0.1 1.54 0.26 20 degrees C o 
Sulfate 0.5 7.68 1.03 20 degrees C @ 
Sodium (Common) 0.1 0.75 0.17 20 degrees C 
Chloride (Salt) 0.5 $.75 0.82 20 degrees C 
Sodium Carbonate 0.25 3.39 0.7 20 degrees C 
(Washing Soda) 0.5 6.78 1.3 20 degrees C 
Sodium 0.2 3.64 0.5 20 degrees C ° * 
Sulfate 0.5 9.09 1.4 20 degrees C with System 
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The chart clearly shows that by the 
proper choice of salts, an increase in 
surface tension is possible but other 
factors such as fitness for use, safe 
dosage, flavor effects, and incompati- 
bilities must be considered. 

In the manufacture of club soda and 
mineral waters many different salts 
are used. We have eliminated iron 
salts and salts of some of the other 


were the ones considered as the most 
logical for our laboratory work. Cer- 
tain ammonium salts might be helpful 
but we had no data as to their effect 
on surface tension. 

Analysis of natural mineral waters 
are many and varied, but their con- 
sultation is valuable in that they give 
us a clue as to the proper balance of 
salts to obtain the best results from 


Handling 1,450,000 pounds of bulk material per 
month, one manufacturer using Tote System 
equipment reports an actual saving of 30 cents 
per hundredweight—or a total saving of $4,350 ~ 
per month. 

Cost of the Tote System installation to handle 
this material was $23,150. Thus, this user paid 
for his equipment out of savings in less than 
six months.? 

Wherever Tote* has been installed—by small as 
well as large plants handling bulk materials — 
substantial savings have been reported on con- 































a flavor standpoint. (3). Using sev- tainer costs, labor costs, storage costs, freight 


of discoloration and sedimentation. eral of these as a starting point, a claims, product loss, product contamination and 
Sulfur-bearing and other evil tasting series of tests were performed in our deterioration, and inventory. 
| compounds were eliminated for flavor laboratory to determine -what com- Tote—built around easily handled aluminum bins 
. ; ‘ . — makes these savings possible because it is a com- 
bination and concentration of salts ’ ete 
plete, automatic, mechanical system for filling, 
storing, transporting, discharging, weighing and 
blending all types of bulk materials, including 
liquids. 


heavy metals because of the danger 


reasons and lithium salts were elimin- 


Tote Systems now handle a di- 
verse list of products including 
sugar, flour, salt, soap, deter- 
gents, cocoa, cement, whiting, 
carbon black, powdered coffee, 
powdered plastics, fluorescent 
powders, ethocel, phthalic an- 
hydride, and polystyrenes. Tote 
is equally effective for in-plant or 
inter-plant operations. 





Tote engineers will survey YOUR 
plant to determine the savings 
YOU can effect, at no cost or ob- 
ligation. 


+User’s name upon request. 


Write for 
NEW Illustrated Literature 
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*Tote and 
Tote System 


“9 670 S. 7th 


U.S. Fat | ) System, Inc. Beatrice, Nebraska 


Retention of carbonation in the finished beverage begins here—at the bottling plant. 
Smith Bottling Works, Harlan, Ky., uses a complete Liquid line—two compartment 
SuperKleen washer, 12 spout R.D. filler and 200 gallon Red Diamond carbonator. 
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give the best flavor results and the 
maximum increase in surface tension. 
The following salts in the ratio in- 
dicated gave satisfactory results but 
do not necessarily represent the only 
combination nor the best combination 
possible. 


Calcium chloride 30.0% 
Magnesium Chloride 34.0% 
Magnesium sulfate 13.5% 
Potassium chloride 4.5% 
Sodium sulfate 9.0% 
Sodium chloride 9.0% 








In considering dietetic drinks our 
problem was further complicated by 
the fact that it is generally desirable 
to have such beverages free from 
sodium salts. It was our aim in this 
experiment not only to increase the 
surface tension of dietetic drinks but 
to increase the “mouth feel” or body 
of the drink by the proper combina- 
tion of salts. Although sorbitol is used 
in these drinks and apparently in- 
creases surface tension in a manner 
similar to sugar, (4) it is present in 
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Old Fashion 


Favorite! 


O16 Fashion 
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OOT BEER 


That Mother Used > 
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strong year-round favorite .. . 











Know how many years root beer has been a strong | 
favorite with young and old alike? Chances are it was a big seller in | 


your territory long before you were born! 


So, when you push an established root beer, you've got yourself a 
and when you bottle MA'S OLD | 
FASHION ROOT BEER you have the very best of the field. 


Going stronger than ever—after a decade of expan- 
sion—'""MA'S OLD FASHION ROOT BEER" has a 
size for your market ... an attractive 6-bottle carton 

. . @ PROFIT story that you ought to hear. Write 
for complete details . . . 


OLD FASHION, 


163 S. State St., Wilkes Barre, Pa. 


| 
''The kind that mother used to make'' | 


——_—————— 








INC. | 
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too small a percentage to greatly in- 
crease surface tension or give suffici- 
ent body to the beverage. 

In our experiments on dietetic bev- 
erages the sodium sulfate and sodium 
chloride were eliminated from the salt 
mixture and the addition of the maxi- 
mum amount of salts from a flavor 
standpoint was determined. We found 
that it might be possible to obtain an 
increase in surface tension equivalent 
to 20 to 25% of that obtained in a 12 
degree Bris beverage from the sugar 
and although helpful, it was con- 
sidered inadequate. To increase ade- 
quately the surface tension with the 
salts available to the equivalent of a 
12 degree Bris drink would result in 
an unpalatable drink. In an effort to 
find another method to increase sur- 
face tension, we considered the use of 
an additional material to form a thin 
tough film on the surface of the drink. 
In recent years silicones have been de- 
veloped that exhibit just these pro- 
perties. Extremely small quantities of 
these materials from an_ invisible, 
thin, harmless layer on the surface of 
the beverage and resists the release 
of carbon dioxide. Tests run in our 
laboratory indicate that certain of 
these materials form an_ invisible, 
bonation loss. We, therefore, added 
sufficient DC Antifoam A which is ap- 
proved in foods in quantities up to 10 
ppm, (5) to our salts so that 1 gram 
of silicone was eventually added to 40 
gallons of carbonated beverage. 

We sometimes hear of carbonation 
chemically sealed in the beverage. All 
of us have seen the effect of placing 
washing soda (sodium carbonate.) in 
an acid solution—the salt immediately 
reacts with the acid to release large 
volumes of carbon dioxide gas. If 
sodium carbonate is added to a bever- 
age containing citric acid, carbon 
dioxide is immediately formed, leaving 
sodium bicarbonate in solution.. When 
a beverage is carbonated under pres- 
sure, the large excess of . carbon 
dioxide present retards the reaction 
between the sodium carbonate and the 
acid and leaves it a state of, shall we 
say, “suspended animation”. Later on 


when the bottle is uncapped and the 
gas escapes, additional gas is then 
generated from the retarded reaction 
of sodium carbonate and acid. Sodium 
carbonate, therefore, has a useful sec- 
ond purpose in any salt mixture. How- 
ever, due to the tendency to form in- 
soluble material in the drink, it is 
best to eliminate magnesium and cal- 
cium salts from the mixture when 
sodium carbonate is added. It is also 
unadvisable in dietetic drinks when a 
sodium free beverage is featured. 


As result of our work on this in- 
teresting phase of bottling we would 
suggest the bottler check the follow- 
ing points: 


1.) In club soda restudy your salt for- 
mula not only from the standpoint 
of flavor and medicinal value but its 
function in increasing surface ten- 
sion and resistance to carbon diox- 


ide loss. 


2.) Consider the addition of salts to 
dietetic drinks as a check on carbon 
dioxide loss and to enhance flavor 


body. 


3.) Study the effect of silicones on gas 


loss and elimination of foaming. 


4.) Eliminate those materials from 
your processing that may tend to 
lower surface tension and thereby 
increase the tendency for gas loss. 
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Reflective Emblems 
Eliminate Costly 
Truck Stoppage 


Lost man hours and overnight 
operational stoppage of trucks after 
advertising and identification em- 
blems have been applied to trucks 
has proved costly to many bottling 
plants. 

With the new pressure-sensitive 
reflective emblems developed by the 
Minnesota Mining and Manufactur- 
ing Co., this problem has been ef- 


fectively solved. For the first time,,. 


now, bottlers’ trucks can leave the 
garage immediately after the em- 
blems have been applied. Called 
“Scotchlite” emblems, 
they eliminate overnight waiting 


reflective 


for wet varnish to dry and make 
unnecessary the application of 
sticky adhesives. With 
sensitive reflective emblems, the ap- 


pressure- 
plication and maintenance prob- 
lems are very simple and require no 
special skills. 

The smooth-surfaced emblem pro- 
vides a glossy appearance by day 
and night, and is virtually self- 
cleaning. It can be wiped free of 
dust as easily as a wirdow glass, 
and can be waxed ana polished if 
desired. 

The special “wide-angle” prop- 
erty of the reflective material en- 
ables it to reflect from curved areas 
of trucks and from flat signs even 
at sharp angles to the highway. In 
this way the entire message and 
art is brightly visible at night in 
full, dramatic color, regardless of 
its angle to approaching traffic. 

In addition to the night time ad- 
vertising of the reflective sheeting, 
many truck users report that the 
“Scotchlite’”’ 
other job as a safety factor in mak- 


emblems perform an- 


ing the vehicle brightly visible after 
dark when more than two thirds of 
all traffic accidents occur. 

Ease of application and durability 
are two of the most important fac- 
tors in the use of these reflective 
emblems for truck surfaces. 

The typical current use by the 
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Joseph Schlitz Brewing Co. of Mil- 
waukee, Wis., highlights the new 
method developed in applying re- 
flective emblems. This method in- 
cludes six steps: 

Clean surface thoroughly 


moe ON 


Mark exact position of emblem 


Mix wetting agent 
Remove paper backing 
Wet emblem and surface 


Rub emblem on to the surface. 
In detail the steps require the 


following procedures: 























- Saneoe: 


Nn 


BLISS 





1. To obtain a clean, smooth sur- 
face it is essential to remove paint 
nibs with sandpaper. Wash appli- 
cation surface with soap and water ; 
then wipe area with rag saturated 
with naphtha, heptane or unloaded 
gasoline. Be sure all foreign matter 
(spatter from undercoating, road 
tar, wax polish, dirt or dust) is re- 
moved. Application should be made 
indoors at temperature of 60 de- 
grees F., or warmer. 

2. Four small dots on the outside 


Fouler 
Appliances 


QUICKLY PAY FOR THEMSELVES 


Simple construction, practical design 
add up to economical, long-wearing 
appliances that pay for themselves 
in lower operating costs. Ideal for 
any plant. 


@§ CASE REBANDING MACHINE 


Metal straps easily renewed by 
stretching tightly around each end of 
case. Both hands of operator remain 
free. Nothing to get out of order. 
Lasts a lifetime. 


@ CASE PRINTING MACHINE 


One operator can handle 2,000 to 
4,000 cases per day. Takes full or 
half-depth cases or both. Rugged. 
Hand or motor operation. 


CASE PAINTING MACHINE 


Cases move on conveyor to auto- 
matic spray gun. Uniform coat 
assured on all sides. Automatic 
start and cutoff saves paint. 
Quickly pays for itself. 


Other Fowler Products 


Empty Gas Drum Signal | 
Cooler Paint Remover 
Crown Hopper Control } 
Syrup Pump ( 
Bung Puller 


Bottlers 
Appliance 
Co., Inc. 


675 Pulaski St. 
Athens, Ga. 














Easy to use, the reflective 
emblems require only re- 
moval from the backing 
paper and positioning on 
the truck surface. Wrinkles 
and entrapped air are sim- 
ply removed with a plastic 
squeegee and the truck is 


ready to roll. 








border of the emblem will help cor- 
rectly position the emblem both ver- 
tically and horizontally. Make chalk 
marks on the truck body opposite 
the dots before removing the em- 
blem’s paper backing. It is unneces- 
sary to worry about minor contour 


variations since the sheeting is 


fiexible enough to fit snugly over 
them. 

3. Use only Dreft, Vel or Surf 
as the wetting agent. Thoroughly 
mix 2 level teaspoons of detergent 
in 1 gallon of cold water. Avoid 
stronger solution. Use only these 
three detergents. Do not substitute 
other detergents or soap powder. 

4. To remove the protective paper 
backing, sharply bend one corner 
of emblem toward its face side with 
a flick of your thumb. This will 
cause the paper backing to break 
away from the reflective sheeting. 

Pull an inch of the backing away; 
then place the emblem face down on 
a clean surface. With short, vigor- 





Virtually self-cleaning, the 
smooth-surfaced ‘“scotch- 
lite” reflective emblems pro- 
vide a brilliant appearance 
by day or night when used 
on truck bodies. Costly 
overnight truck stoppage is 
eliminated because emblem 





ous jerks, remove the paper back- 
ing, a small area at a time. Take 
care not to wrinkle the emblem. 


5. As sections of the adhesive 
side are exposed, wet them with the 
detergent solution. This will pre- 
vent the adhesive from sticking to 
itself should a wrinkle occur. Use 
a sponge or clean rag and thor- 
oughly flood application surface and 
adhesive side of the emblem with 
the wetting solution. Position em- 
blem on surface. 

6. With plastic squeegee, rub 
emblem from top edge to bottom 
using light, overlapping strokes. 
This will remove entrapped air and 
wrinkles from emblem. Dry entire 
area with the dry rag. Then re-rub 
emblem with squeegee—using firm, 
overlapping strokes. Dry with rag. 

Check for blisters by looking at 
light reflected from emblem. Work 
out any blisters with squeegee, or 
puncture with pin and work out 


with corner of squeegee. 





application takes only a 
few minutes. 
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STEVENSON ON HIS “SOAP” BOX 


Adlai Stevenson shown addressing thousands of cheering 
Georgia Democrats from the steps of the Capitol in Atlanta, 
obliged cameramen by standing on a scrt drink case to 
deliver his speech. 





BEHIND THE SCENES 


Morris Kirsch, president of Kirsch Beverages, Inc., of 
Brooklyn, joins three lookers from the Broadway hit show, 
“The Fifth Season,” in their dressing room during a break 
with some of his “No-Cal” sugar-free, non-fattening soft 
drink. Left to right are Helen Alexander, Terry Tavner 
and Midge Ware. Miss Ware has been selected as the 
“No-Cal Girl” and is being featured in newspaper and 
television ads to promote the sale of No-Cal. The beverage 
is also being featured in the play. Seven times during 
the comedy hit, the stars shout on stage: “Bring in more 
No-Cal.” 
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B-1 IN THE TIME 
OF SHAKESPEARE 


Part of the dramatic cast 
of “Kiss Me Kate” at the 
St. Louis Municipal Op- 
era enjoy their favorite 
beverage B-l1 Lemon- 
Lime backstage between 
acts of the musical. “Kiss 
Me Kate” is an adapta- 
tion of William Shake- 
spear’s “Taming of the 
Shrew.” 


.. « Camera Highlights 








A GRAND AWARD FOR BROCKWAY ADS 


Charles Chintala (seated), vice president of Brockway 
Glass Co. is shown receiving the first advertising agency 
group advertising competition award from Robert E. 
Quaid, account executive of Smith, Taylor & Jenkins, Inc., 
Brockway'’s advertising agency. Fred J. Hutchinson 
(center), Brockway’s advertising manager is holding Ist 
award in trade paper, merchandising classification. 








FOUNDLING FRIENDS 


His Eminence Francis Cardinal Spellman, Archbishop of 
the Diocese of New York, pauses to chat with James T. 
Murray (left), President of the Coca-Cola Bottling Co. of 
New York, and singing favorite, Eddie Fisher, star of 
NBC.-TV’s high-rated “Coke Time” program. The event 
was the Cardinal's annual benefit’ party for the New York 
Foundling Hospital. Eddie was on hand, courtesy of the 
Coca-Cola Company, to entertain more than 1,000 people 
gathered in the Grand Ballroom of the Waldorf-Astoria 
for the event. 
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WHEN PUMPS 


WEAR OUT...WHO 


IS AT FAULT? 





Your cleaning solutions become “grind- 
ing” solutions if you recirculate them 
through close-tolerance pumps like the 
Waukesha! Cleaning solutions in them- 
selves, if they contain no strong organic 
mineral base acids cannot damage 
Waukesha Stainless Steel Pumps, (un- 
less left in contact with pump parts 
long enough to etch the metal). But 
after running these solutions through 
your lines you pick up minute abrasive 
substances, grit, milkstone and dirt 
that can be both costly and dangerous 
if forced back through the close toler- 
ances of the pump. These “‘in-the-line” 
abrasives score metal surfaces, eventu- 
ally wearing down the impellers and 
interior surfaces. The result is loss of 
displacement, lowered delivered capac- 





Look! New point-of-sale aids—window streamers, posters, decals, eye-catching carton, and 
more . . . PLUS power-packed newspaper ads, radio spot announcements, merchandising 
plans, and other tested and effective promotions that keep KIST sales booming the year ‘round! 
Write for details on the KIST FRANCHISE 
CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 1], Ill. 


ity—-and earlier repair or replacement. 
So, if your cleaning procedure calls for 
pumping cleaning soiution through 
production lines by means of a Wau- 
kesha P.D. Pump, be sure to discharge 
the solution at the end of the line. 


DON’T RECIRCULATE IT! What you 

















Write for INSTRUCTION HANDBOOK 
WAUKESHA FOUNDRY COMPANY wWavccsiawisconsin 


A top quality product 
plus 


the most powerful 
promotional campaign 
in KIST history makes 
your selling job easier 
and your 


PROFITS BIGGER 
THAN EVER! 





save on caustics you'll lose many times 
over in pump repair or loss of efficien- 
cy, because just a little dirt turns clean- 
ing into a “grinding’’ operation that 
shortens pump life. 


Waukesha P. D. Sanitary Pumps 
. .- Investment in Product Protection 


Protection against aeration, agitation of your 
product depends on retaining the close foler- 
ances built into every Waukesha P.D. Pump. 
It’s a precision instrument that deserves the 
best of inplant care, and will reward you 
with months and years of longer service, 
more efficient performance at lower main- 
tenance cost. Write for latest instruction 
handbook — and catalog showing all models. 


*P.D. — Positive Displacement — Slow Speed 
ae 
4 Z 
(4 “E49 (4 : 


Giant Christmas Tree Display 


Eight blocks beiow the United Nations head- 
quarters on the East River Drive, a giant Christ- 
mas tree on the roof of the main office of the Coca- 
Cola Bottling Company of New York carried the 
message, “And on Earth Peace to Men of Good 
Will,” during the recent holidays. 





This 48-foot Christmas tree atop Coca-Cola Bottling 
Co. of N. Y. attracted city-wide attention. Tree con- 
tained total of 1418 light bulbs. 





Because it is the only such holiday decoration 
along the entire East River Drive, the 48-foot tree 
caused a great deal of enthusiastic comment 
in the form of letters and phone calls to the Coca- 
Cola Bottling Company. Alternating with the mes- 
sage is the outline of the world famous Coca-Cola 
bottle in red lights. 

Preparations for putting up the tree began last 
July, when executives of the bottling organization 
alerted managers of outlying plants with instruc- 
tions to find the biggest and best tree available. 
Scouts from the company’s Jericho and Tuckahoe 
plants reported choice trees ranging from 36 to 45 
feet in height, but it was the Paterson, N. J. branch 
which came through with the winner. The 48-foot 
tree was discovered on a farm on the outskirts of 
the Paterson territory, and, after negotiations with 
the owner, was shipped to New York on a flat-car 
which was ferried from New Jersey to a pier on the 
East River. 

Erecting the tree took a total of eight working 
days, and involved the services of 22 designers, 
technicians, and crane operators. The tree contained 
a total of 1418 separate light bulbs, including those 
used in the letters of the message and the outline 
of the Coke bottle, and was operated by a total of 
27 circuit-breakers and relay switches. 

A film of the tree, showing the complete lighting 
sequence, was used as a sign-off on many of the 
bottling firm’s television shows during the holiday 
season, according to Thomas D. Murray, vice-presi- 
dent in charge of radio and TV. 
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BEVERAGE PRICES 


WHAT THEY ARE—AND WHERE 
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| | LEGEND: as 

| [] Outlined areas—solidly higher prices. 
| \\l| § Shaded areas—prices moving upward. 
i @ Redareas —solidly pre-war prices. 


) With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. Prices have changed lately in Connecticut, Louisiana, Illinois, Arkansas and 


California. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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LONGER, FASTER RUNS 


If you think that all crowns are alike, we invite you to compare the performance 


of CCS Crowns on your own bottling line. You'll find what so many bottlers and 


brewers have found... that CCS Crowns do give longer, faster runs... 


















Plgnts af: BALTIMORE 


that you 


get fewer stops, more cases per day, lower cost per case. 


The crowns we are manufacturing today are the finest we have ever made. 


Time after time, comparative tests show they rank first in sealing efficiency, 


dependability and all-around performance. Crown Cork & Seal Company, 


Baltimore 3, Md. Originators and World’s Largest Makers of Crown Corks. 
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BIRMINGHAM (Leeds, Ala.) - ready for 1954 season 
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ALABAMA 
Cities 6-8 oz. 10-12 oz. Quarts 
Aliceville 96 
Anniston .. 96 
Birmingham . 96 96 2.00 
Re 96 
Fayette . 96 
Gadsden . . 96 
Gordo _... 96 
Guin ........... 96 
Jasper .. 96 
Montgomery . 80 80 
Mobile . 80 .80 
Russellville 96 
ARIZONA 

Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix .80-1.10 .80-1.10 1.25-1.90 
Tucson . .80- .90 .80-1.10 1.25-1.60 
Satford .80 .80 1.25-1.60 
Douglas 80- .90 1.25-2.75* 
Yuma 1.10-1.20 1.20 1.25-2.10 
* $2.75 price is on no-deposit quarts. 

ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith .80 
Jonesboro 80 .80 
Little Rock 80 .80 
Texarkana 95 80 
Fayetteville 85 -80- .85 
Camden* 80- .96 .80- .96 
Eldorado* .80- .96 .80- .96 
Fordyce* . .80- .96 20. .96 
*All except Dr. Pepper and Coca-Cola. 

CALIFORNIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento -90-1.30 1.35 1.60-1.80 
Stockton -90-1.10 1.10-1.20 1.60-1.80 
Berkeley .90-1.20 1.20 1.25-1.60 
Oakland .90-1.20 1.20 1.25-1.60 
San Francisco 1.00-1.35 1.20 1.25-1.60 
San Jose 1.00-1.20 1.30 1.50 
Fresno 1.00-1.30 1.30 1.60-—2.00 
Bakerstield 1.20-1.30 1.50 1.60-2.25 
Pasadena 1.35 1.35 1.80-2.25 
Los Angeles 1.35 1.35 1.80-2.25 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1,20-1.35 1.35 1.60-—2.00 

COLORADO 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver .80- .96 .80-1.00 1.15-1.40 
Colorado Springs 1.20 1.30 1.15-1.40 
Pueblo 1.20 1.30 1.15-1.40 
Greely 1.00 1.0€ 1.15—1.40 
Sterling 1.40 1.40 1.20-1.60 
Trinidad 96 96 1.20-1.40 
Alamosa 1.25 1.25 1.60 
Salida 1.25 1.25 1.60-1.80 
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BY STATES 








Cities 





Waterbury 
Hartford . 
New London .. 
New Haven 
Bridgeport 
Norwalk 


Cities 





Wilmington 


Cities 





Washington 


Cities 





Pensacola 
Tallahassee 
Jacksonville* 
Orlando* 
Lakeland 
Tampa* 

St. Petersburg* 
W. Palm Beach* 
Miami* 

Key West* 


* All except Coca-Cola, 


Cities 





Atlanta 
Augusta 
Macon 
Columbus 
Savannah 
LaGrange 
West Point 
Valdosta 
Albany 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Cairo 
Joilet 
Chicago 
Decatur 
Peoria 
Rockford 
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CONNECTICUT 
6-8 oz. 10-12 oz. Quarts 
.80-1.12 1.00-1.20 1.25-1.85 
. 80-1.12 1.00-1.20 1.25-1.85 
. .80-1.20 1.00-2.10 1.00-1.85 
-80-1.12 1.00-1.85 1.10-1.85 
. 75-1.12 1.00-1.20 1.00-1.85 
-80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
6-8 oz. 10-12 oz. Quarts 
80- .96 -80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 
6-8 oz. 10-12 oz. Quarts 
-70-1.20 .80-1.20 -80-1.65 
FLORIDA 
6-8 oz. 10-12 oz. Quarts 
.80 
80 
.80- .96 
.80- .96 
.80- .96 
.80- .96 
.80- .96 
.80- .96 
.80- .96 
.80- .96 
which is .80. 
GEORGIA 
6-8 oz. 10-12 oz. Quarts 
.80- .96 80- .96 1.60-2.00 
.80-1.00 -80-1.00 1.60-2.00 
80 80 .80 
.80 80 .80 
.80- .96 80- .96 1.60 
.80- .96 80- .96 1.60-2.00 
.80- .96 .80- .96 1.60-2.00 
.80- .90 .80- .90 1.60 
.80- .85 80- .85 
IDAHO 
6-8 oz. 10-12 oz. Quarts 
.90 .99-1.00 1.60-1.80 
1.35 1.35-1.50 1.60-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1.50-1.80 
.80-1.00 .80-1.00 1.60-1.80 
ILLINOIS 
6-8 oz. 10-12 oz. Quarts 
.80- .96 80- .96 
1.20 1.20 1.60 
-75-1.20 -80-1.20 -80-1.90 
1,00-1.40 1.00-1.40 1.20-1.60 
-79-1.40 1.40 1.85 
.80-1.20 .80-1.20 1.06-1.60 





Cities 





Evansville 


pee 
Indianapolis 
Terre Haute 
ere oc 


Washington fe ee, 


Cities 





Sioux City 
Dubuque . 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Amite 
Alexandria 
Hammond 
Jennings 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 
New Iberia 


Cities 





Auburn 
Bangor 
Lewiston 
Portland 


Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 
Cumberland 
Silver Springs 


INDIANA 























6-8 oz. 10-12 oz. Quarts 
_ 80- .96 96 1.25-1.60 
... 96 96 
. .80 96 
eens . 80- 9 80- .96 1.20-1.60 
.. 96-1.10 .96-1.10 1.20-1.40 
. 96 96 
IOWA 
6-8 oz. 10-12 oz. Quarts 
. 80- .96 80- .96 1.30--1.85 
.. 80-1.20 .80-1.20 1.50-1.85 
_ 80-—- .96 .80-1.20 1.40-1.85 
.. .96-1.20 -96-2.40 1.45-1.85 
. .80-1.20 1.20-2.40 1.30-1.85 
.80— .96 .80-— .96 1.10-1.85 
.. 80 .80- .96 1.10-1.40 
.96-1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 oz. Quarts 
.96 .96-1.00 
80 80 1.25-1.60 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
96 
.80-1.12 96 
-70- .80 96 
.80 .96 
80 96 
80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz. Quarts 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
.83-1.00 .83-1.00 
.78— 8811/2 .811/.-.82 
-96-1.00 .96-1.01 
1.00 1.00 
96 96 
96 96 
96 .96 
1.00 1.00 
85 85 
1.00 85 
1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
.80- .90 80- .96 1.90-2.65 
.90-1.10 1.10-1.20 1.20-1.80 
.80— .90 .80- .96 1.90-2.65 
.72- .96 .80- .96 1.00-1.60 
MARYLAND 
6-8 oz. 10-12 oz. Quarts 
80- .96 80- .96 1.00-1.60 
.80- .96 80 1.20 
.80 .80- .96 1.20 
.80- .96 .80- .96 1.20 
.80- .96 80- .96 
.80- .96 80- .96 1.20-1.40 
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C 
palletized 
shipments 

dave Jime and money! 


For many crown users, there are decided advantages 
in our new method of shipping crowns on dispos- 
able wooden pallets. Labor costs of unloading are 


reduced as much as 90 per cent... valuable storage 


space is saved ... inventory control is made easier. 


Each pallet contains 32 cartons—a total of 1600 
gross of crowns. Handling is easy and fast because 
the pallets can be picked up quickly from any side 
by any fork or pallet type lift truck. 


On your next order, specify ‘‘PALLETIZED SHIP- 
MENT.” This service is being offered now on 
shipments both by truck and rail car at no extra cost. 





CROWN CORK & SEAL CO. 
Baltimore 3, Maryland 
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SLIDE UP 
UNDER THE 
DECKS - - | 
OUT OF SIGHT 
OUT OF 

THE WAY! 











A century of body-building experi- 
ence provides the “know-how” and 
thorough knowledge of bottler’s 
problems at HESSE. All steel, elec- 
trically welded conventional and 
palletized bodies are produced 
with the specialized equipment de- 
veloped throughout these years. 
The HESSE Under-Dek Door Body, 
built to meet bottlers demands, re- 
tains its original popularity. Doors 
protect merchandise from weather 
yet may be slid up under the deck 
above — out of the way — per- 
mitting compact loading and un- 
loading in congested traffic. 
Thousands of bottlers are saving 
time — showing definite profits us- 
ing HESSE bodies. 

We cordially invite you to write us 
today concerning your specific 
problem. You will profit from our 
experience. 


Wire or Write Today! 


HESSE CARRIAGE CO. 
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Delivery: Order chassis through your local dealer specify- 
ing consignment to us. We deliver unit or hold for pick-up. 


1720 CHERRY, KANSAS CITY, MO. 


Distinctive Truck Bodies for Over Halfa€Century 








Cities 





Boston .... 
Fall River . 
New Bedford 
Taunton ..... 
Springfield 
Worcester 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 
Flint . 
Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth ... 

St. Paul 
Rochester 
Winona . 
Red Wing 
Detroit Lakes 
Austin . 
Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Jefferson City 
Springfield 
Joplin 

Poplar Bluffs 


Cities 





Great Falls 
Helena 
Missoula 
Anaconda 
Butte 
Billings 
Havre 
Kalispell 


MASSACHUSETTS 





























6-8 oz. 10-12 oz. Quarts 
-70— .96 .80-1.20 1.00-1.60 
-70— .96 .80-1.20 1.00-1.60 
-70- .96 -80-1.20 1.00-1.60 
-70- .96 -80-1.20 1.00-1.60 
-72-1.12 -80-2.08 1.25-1.60 
.65- .96 -65-1.20 -80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
-90-1.12 1.10-1.25 1.44~-1.60 
-90-1.00 1.25 1.35-1.90 
-90-1.00 1.10-1.25 1.44-1.60 
-90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 -96-1.25 1.25-1.60 
-96-1.00 1.10-1.25 1.20-1.85 
.96-1.12 1.10-1.25 1.45-1.60 
-90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
-96-1.20 .96-1.20 1.20-2.20 
96-1.20 1.00-2.05 1.35-2.00 
-96-1.20 
1.20 1.35 
1.20 1.35 
1.20 1.20 
1.20 1.40 
-96-1.20 1.35 1.65 
1.20 1.40 
1.20 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
80 80 86 
.80 80 80 
80 80 80 
80 80 80 
.80 80 80 
96 96 96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96 -80-1.00 
.80- .96 .96-1.10 
.90-1.20 .96-1.10 .90-2.00 
.96 96 
-85-1.00 .90-1.10 
80 .80- .96 
.80- .96 .80- .96 
MONTANA 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
.80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 
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Cities 





North Platte 
Grand Island 
Omaha . 
Lincoln 
Scottsbluff 
Norfolk 
Columbus 
Fremont 


Cities 





, Reno 
Carson City 
Las Vegas 





Cities 


nist 





Keene 
Claremont 
Rochester 
Manchester 


Cities 





Perth Amboy 
Paterson 
Passaic 
Newark 
Jersey City 
Trenton 
Camden 


Cities 








| | Santa Fe 

Albuquerque 

| Roswell 
Hobbs 

|} Carlsbad 


Cities 





Albany 
Hudson 
Troy 
Schenectady 
Syracuse 
Binghamton 

| Amsterdam 

New York City 
Niagara Falls 
Buffalo 
Olean 

| Jamestown 








! Cities 


Charlotte 
Greensboro 
Raleigh 
Wilmington 
Winston-Salem 


| Asheville 
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NEBRASKA 



































6-8 oz. 10-12 oz. Quarts 

1.20 1.20 

1.20 1.20 

80 96 

1.20 1.20 

1.30 1.30 

1.20 1.40 

1.20 1.40 

80 .80 

NEVADA 

6-8 oz. 10-12 oz. Quarts 

1.20 1.20-1.35 1.80 

1.30 1.30-1.35 1.80 

1.35 1.35 1.80 

NEW HAMPSHIRE 

6-8 oz. 10-12 oz. Quarts — 

1.20 

1.40 1.20-1.40 

.80- .96 96 1.20-1.60 

.65-— .96 .96—1.20 80-1.60 
NEW JERSEY 

6-8 oz. 10-12 oz. Quarts 

96 1.20 1.60 

-70- .90 -90-1.00 1.00-1.25 

-70- .90 .90-1.00 1.00-1.25 

-75— .96 1.10-1.20 1.00-1.44 

.60- .95 1.00-1.15 1.00-1.35 

.95-1.05 1.00-1.20 1.35-1.50 

-75-1.20 .90-1.20 1.00-1.60 
NEW MEXICO 

6-8 oz. 10-12 oz. Quarts 

.80- .90 .80- .96 1.45-1.60 

.80 .80- .96 1.45-1.60 

.80-1.00 .80-1.20 1.60 

.80-1.20 -80-1.00 1.60 

.80-1.00 .90-1.20 1.60 
NEW YORK 

6-8 oz. 10-12 oz. Quarts 

96 -96-1.20 1.30-1.80 

96 1.30-1.80 

.96 1.30-1.80 

96 .96-1.20 1.30-1.80 

96 1.30-1.80 

96 1.30-1.80 

.96 .96-1.20 1.30-1.80 

.96-1.20 .96-1.20 1.20-1.80 

96 1.40 

.96 1.20 1.45 

90 .96-1.20 1.40 

96 1.20 1.40 

NORTH CAROLINA 

6-8 oz. 10-12 oz. Quarts 

.80- .96 .80- .96 1.20-1.60 

.80- .96 .80- .96 

.80 .80- .96 1.60 

.80- .96 -80-2.08 1.20--1.60 

.80 .80-1.60 1.50-1.65 

80 80- .96 1.60 


























































acked With Extra Value 


and Ready to Prove it! 








OO a nate ee 


Bottle Washer 


MORE 
Economy Fe 


rugged construct 
reedom from 
d bottles - - 


atures 





ion for extra 
costly break: 
_ less breakage: 


@ Heovy, 
stamina and f 
downs. No score 


EXTRA , 


i r 
s distinction for you - 
Gleaming glass ore 


MADE FOR PROFIT WISE BOTTLERS 


There’s a definite relationship between an ad- 
vance-design Miller Hydro — with its great tra- 
dition of long life, dependability, economy and 
superior performance — and the money-wise 


plant in 
@ There’ 


every sweeping line. 





snd interior vights for insiue ag bottlers who buy it. They know how important 
MORE it is to salve all their bottle washing problems for 
Performance Value years, and bonus years to come by installing the 


witter Hydro swtich end YO? best. Literature is available. 
eg most reliable washing 
nto motion wi safe, thorough, 
er . 


akes production easy: 


set i 
mechanism ev 
smooth washing that ™ 















La 












Serving Bottlers 
Since 1913 



















naturally soar. As the thermometer goes up, at sist goes down. A parti - 


cularly hot spell cae can wipe out your supply completely. Result: you lose 
ou 5 
sales. Don't take this chance! Be sure you have enough bottles on hand 


next. summer by ordering Thatcher WEDG-WALLS now. Because now is the 





Thatcher is best equipped to manufacture the bottles you'll need. 





Bottles which you order at this time need not be paid for until later. Take advantage 





direct. In either case, order your beverage bottles now—comes summer you'll be glad you did! 


THATGHERGZ2-. 


THATCHER GLASS MANUFACTURING CO., INC., ELMIRA, N. Y. 


Factories: Elmira, N.Y., Streator, Ill., Lawrenceburg, Ind. 
Representatives in Principal Cities 
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Cities 





Minot 
Grand Forks 
Bismarck . 
Fargo . 
Jamestown 
Devils Lake 


Cities 





Toledo 
Lorain .. 
Cleveland . 
Akron ... 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 
Oklahoma City 
Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 
Klamath Falls 
Grants Pass 
Medford 

Coos Bay 


* Except Coke at .90. 


Cities 





Allentown 
Harrisburg 
Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 


Cities 





Providence 


NORTH DAKOTA 
































6-8 oz. 10-12 oz. Quarts 
-96-1.20 1.20 1.70-1.85 
1.20 
.96-1.20 -96-1.10 1.60-1.75 
-96-1.20 -96-1.40 1.60—1.90 
.90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO 
6-8 oz. 10-12 oz. Quarts 
65-— .96 .80-1.10 1.30-1.65 
.96 1.45-1.60 
.80-1.12 .96-1.20 1.20-1.60 
.80- .96 .26-1.20 1.10-1.45 
96 1.20 1.45 
.80- .96 -80-i.12 1.10-1.50 
.80- .96 -96-1.20 
.80-1.12 .96-1.12 -90-1.60 
80- .96 .80-5.14 1.40-1.60 
.80-1.12 -96-1.12 1.25-1.60 
.96-1.12 .96-1.12 1.36-2.00 
OKLAHOMA 
6-8 oz. 10-12 oz. Quarts 
80 80 
.80- .96 .80- .96 
.80-1.00 -80-1.20 
96 .96 
.80-— .96 .80- .96 
.80 .80 
80 80 
96 96 
OREGON 
6-8 oz. 10-12 oz. Quarts 
1.50 1.50 2.00 
.90- .96 96 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1.80 
1.30 1.30 1.80 
1.30 1.30 1.80 
PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
-70- .96 1.12 1.00-1.45 
.80-1.00 1.00-1.12 1.40-1.60 
-96-1.12 1.12 1.50 
-75-1.12 .80-1.56 .90-1.65 
-65-1.20 .90-1.40 1.00-2.00 
-96-1.12 1.12-1.20 1.45-1.60 
-55— .96 .90-1.96 1.25-1.60 
-70-1.00 .90-1.10 1.00-1.45 
RHODE ISLAND 
6-8 oz. 10-12 oz. Quarts 
.60-— .96 .80-1.12 -90-1.60 
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SOUTH CAROLINA 








Cities 6-8 oz. 10-12 oz. Quarts 
Charleston . . .96-1.20 .96—1.20 2.04-2.40 
Columbia . .80-1.20 .96-1.20 2.04-2.40 
Florence .91-1.25 1.01 2.04 
Greenville . .86-1.20 .96-1.20 
Spartanburg 86 96 


SOUTH DAKOTA 















































Cities 6-8 oz. 10-12 oz. Quarts 
Sioux Falls 96 .96-1.20 
Aberdeen ... 90-1.00 1.20 
Rapid City 1.30 1.40 
Pierre ..... me £90-1,00 1.10-1.20 
Watertown 96 1.10-1.20 
TENNESSEE 
| Cities 6-8 oz. 10-12 oz. Quarts | 
Nashville 80 
Johnson City 80 
Knoxville 80 
Jackson 80 
Memphis 80 
Chattanooga 96 
_ Thati what made flurty- Peck Gimerica’s 
Cities 6-8 oz. 10-12 oz. Quarts 
Amarillo 85-— .95 95 
Wichita Falls 80 80 
Fort Worth 80 80 
Dallas 80 80 1.65 
/ Ranger 96 96 
| San Angelo 90 90 1.30 
| Waco 80 80 
j Austin 80 - 
Del Rio .80 . % e 
El Paso 80-96 86 120 During its 50 years, Hurty-Peck has extended to the bottler many 
q San Antonio 80-. P , 
Beaumont 96 96 1.85 4 ° . 
60 Resume a types of FREE services ... in fact these many helpful services rank 
{ Port Arthur .96 96 ‘7% Po * ee ” 
Ragle Poss 36 96 in importance alongside our top quality “Superb” brand flavors. 
Laredo i . 
Alpine 1.20 1.20 
Monahans 96 .96 
Abilene % 88 TRAINED FIELD MEN AT YOUR SERVICE 
Lubbock .80 80 
i At your beck and call, these friendly servicemen are trained and equipped to conduct syrup room 
| UTAH tests when problems arise in your plant... or help when you want new or improved beverages. 
’ Cities 6-8 oz. 10-12 oz. Quarts HELPFUL PUBLICATIONS AN 
i Ogden* 1.00-1.40 1.00-1.40 1.60-1.80 G BULLETINS 
i oe tase City* yea ret yor These free publications and bulletins bring information of timely importance to the beverage 
‘ Provo .80-1.20 80-1.20  1.55-2.00 industry, give authoritative opinion on bottling problems and suggest ideas for better beverage 
i Richfield -80-1.40 -80-1.40 1.55-2.00 manufacture . . . all in easy-to-understand, non-technical language. 
| Cedar City ¢ | 
° Coca-Cola at .80. 
| | TWO FLAVOR PLANTS STRATEGICALLY LOCATED 
; VERMONT | One plant is located in Indianapolis—“the crossroads of America” —to serve the east, south 
and midwest . . . the other manufacturing plant is in Santa Ana, California, to serve the western 
Cities 6-8 oz. 10-12 oz. Quarts RA ; : , 
states and Hawaii. Where could outstanding orange and other citrus flavors be made fresher 











| Burlington 80-1.12 96-1.12  —1.25-1.60 or better than right in the heart of the California fruit growing district? And remember you 
get the same outstanding flavors from either Indianapolis or Santa Ana. 





| | | VIRGINIA | 


















| 
Alexandria 80 96 samples—either finished syrup or concentrate. Makers of Quality ‘‘Superb’’ Flavors 
il | 
need ‘80 ‘80 | Indianapolis 7, Ind. Santa Ana, Calif. 
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VIRGINIA (Continued) 












































Richmond 
eheend ———____. 20 96 80- .96  1.00-1.60 
" 96 
1.25-1.60 
Citi ee 
es 
or. 6-8 oz. 10-12 oz. Quarts 
_. .96-1.40 .96-1.40  1.68-2.00 
cu WEST VIRGINIA 
ities 
Bluefield i 10-12 os. Quarts 
Charleston 96 
ahegton i .80-— .96 = 85-1.00 
Clarksburg © -76-1.70 y 1.20-1.60 
Parkersburg = 1.20 1.45-2.00 
. 96 
‘ WISCONSIN 
enosha 
LaCrosse 1.00-1.40 l 
Madison . .96-1.00 ety 1.40-1.65 
Milwaukee 96-120  .96-1.20 1.25 
Oshkosh -90-1.20 ‘90-1 "20 1.00-1.60 
Sheboygan 90-120 1:00-1110 125-140 
Green Bay 95-120 110-140 1.38-1'50 
1.05-1.20 —1.25-1.40 1.95-1.50 
} .40-1.60 
‘is WYOMING 
ities 
Cheyenne a et 10-12 os. Quarts 
: .20-1.30 
a 7 120-130 1160-200 
orrington . 1.20-1.30 -60-2.00 
Wheatland 1.20 1.20-1.30 1.60-2.00 
Casper 1.20 1.20-1.30 1.60-2.00 
a 
HUMOROUS CA 
RTOON PO 
TO MAKE THEM DRINK STERS 
e 
eat 
j 









—LAAAAAL 
‘ witatatatetetan 
+4. 
SEY 





slogan used nique cartoon treatmen 
tem ive he ge company’s pt Be with the 
pared a series of 24h , Mission Dry pina this year 
of their bevera sheet posters to ca orporation pre- 
in the series, and Pictured above is ome the message 
Paul Mead, art di standing in front left of the posters 
advertising agen roster of The Caple to right, are: 
dent, and W. D wf Frank W. Gray, noha Pang Mission's 
ir ek cheat, Cen of sooumoe view sieal- 
Bottling Co. of ‘peg manager of the an ee Corp.; 
sion’s secreta s Angeles; Howard A MeCaul Orange 
president in re reasurer: and Geor 2 cCauley, Mis- 
charge of export sales 2 vice 
sion. 
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People get fat simply because 
they overeat 
Why do they overeat? 
Because they’re hungry 
Why are they hungry? 
One of the reasons in healthy 
individuals is because their 
blood sugar level is low 
What is the fastest way to 
raise the blood sugar level 
and help keep from 
overeating? 
Sugar and the go 
containing it! 


od things 


taken a new look a 


Nutritional research has 
and discovered how sugar helps keep your ap. 


cae 


other food. It satisfies you 
food faster than any other t 
eat, because it almost imme 
your blood sugar level. 


That is why 


tional term that you 


There is a new nutri 
yt more about. 


be hearing 4 Ti 
“blood sugar level.”’ 


sts at one of our lead- 


will soon 


It is your 


ing universities have 
blood sugar level plays make it easier 
in determining how hungry you are. ies from your diet. 


an important role 
more calor 
rostat”’ That is why, 

small meal with a sim 
g of satisfaction as y 


larger meal 


when you ro 


“Hunger Therm 
ar level is low you great a feelin 
are “hungry 45 4 bear. When it is high from a much 
the healthy person finds it easier to turn more calories. 
down the extra helpings of food that mean . 
extra pounds. It turns your appetite on That is why something 
and off in much the same way that a tween meals not only reviv 
thermostat regulates the heating system but helps you to keep your @pP 
in your house. bounds at the next meal! 

es Not Effective 


Nature’s 


When your blood sug 


If you are watching your weight, this Sugar Substitut 
annot expect 


is important news—you can raise YOU aturally you ¢ 
our runaway GP" help from chemical sweeteners which have 
our blood sugar level. Since 


level, tame y 
t to. Just eat or 

no effect on Y 
nothing to curb 
find that, by 
lories t 


blood sugar 
petite any ti 
drink someth 


me you wan 
ing with sugar in it. they do 
Sugar is assimilated into the blood you may 

y faster than any eating more ca 


stream and used as energ 


tour number one he 
petite and weigh 


r craving for The best 


hing you can 
diately raises 


Research scienti an 18-calorie spoon- 
discovered that your ful of sugar in your coffee or tea may 
for you to cut 100 or 


und off a 
ple dessert you get as 
providing far 
with sugar be- 


es your energy, 
etite within 


the same 


your appetite, 
using them, you are 
han they save you: 





alth problem 
t under control 


way to get the protein, vitamins, 
d energy we need is in a well- 


minerals an 
jon of foods that nature 


balanced select 
made us like. 


Nature is 
Sugar must be 
foods—that’s u hy 

SUGAR INFO 


New York 


sugar’s best salesman. 
one of our most nee 


RMATION, INC. 


5, New York 










Surprise you that there are 
only 18 calories in a standar 
Fevel teaspoon of sugar! Folks Pw 
we asked uessed anywhere 

50 to 600. You'd have to 
40 to 200 spoon{uls of _ 





from 
eat I 


sugar to get a . 
your $ ae » 
»>* 


’ 






All facts 
in this mesesge apply 
to both beet ‘and cane suger 
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Ret ottles Stimulate 
eturned Bottles Stimul 
New Beverage Purchases 
70 wwery-seven per cent of the purchasers of car- 
bonated beverages for home consumption return 
| empty bottles to the same places where they buy 
these soft drinks, a recent study conducted by the 
Home Makers Guild of America for the Beverage 
. Sales Division of Owens-Illinois Glass Company 
| indicates. 
| A panel of 1,000 homemakers from all parts of 
the country, representing an accurate cross-section 
of American home life, participated in this soft 
drink survey. Three-page questionnaires were 
' mailed to consultants on May 5, 1953, and returns 


from 925, or 92.5% were in by June 15. The report 
is based on 879 usable questionnaires. 


Returned Bottles Bring Re-purchases. 


Not only do beverage customers return empty 
bottles to the place of purchase, but nearly three- 
fourths do so at the time they re-purchase soft 
drinks, the study shows. These findings confirm 
earlier studies which indicated that beverage sales 
helped to build store traffic by bringing customers 
back to buy. 

Of the consultants participating in the study, 

nearly eight out of 10 had small size (12-0z. or 
under) carbonated beverage bottles in their homes. 
Almost two-thirds of these had 10 or more small 
bottles. By actual count these consultants had 12,- 
347 small bottles in their homes. Of these, 68.4% 
were empty; 31.6% were full. 
Big Home Market Statistics. 

Projecting this information on a national scale 

(40,500,000 U. S. families), it would seem to indi- 


cate that there are more than 23 million cases 


Entire Industry supports Advertising Program (24 bottles to the case) of soft drinks in homes 


of primary families. Of these, by projection, 16 mil- 
reporting new facts about one of our most vital foods lion cases are empty, which amounts to 9.61 bottles 


: per family. 
5 Leading Magazines, 39 Big-City Newspapers to Carry Sugar’s New Story Almost half of the consultants had large (more 


The great hassle over calories has stirred up The program gets under way this month 


so much public confusion that it is time to | with one of the most newsworthy ads ever 
clear the air. published in the interests of any food. It’s 
reproduced on the facing page. Read it.and 


_ So the men who are responsible for sup- think - What i 5 opiaon ts 
bisects Ante Giutant ith 8,000,000 t we think you'll agree that it—and others like Ee omens, | 
ae ee eee ett willl go a long way toward shaping sound, ay TLS 


of sugar a year are going to tell people the favorable attitudes about diet that will help hovecuse honk Main de 


facts about the nutritional importance of keep this the best-nourished nation on earth. in American homes. ro: 


ugar —not onl in normal diets but in re- Beverage Sales Division pe Fnac 
’ 68 ‘ y : SUGAR INFORMATION, INC. of Owens-Illinois Glass at —" ft en Gait uf Gel 
ducing diets as well. New York 5, New York Company, is now avail- ' inde ne gga 
able to the industry in 
booklet form. 
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New! Spectacular low-built lines with pick-up and 
panel floors as low as 22% inches from the ground... 
knee-high for loading ease! Lower running boards for 
easier entry! Lower hood for greater visibility! 








New: Great V-8’s and thrifty 6’s including the most 
powerful V-8’s of all leading trucks . . . with revolu- 
tionary hemispherical combustion chamber! Available 
in 1\%-, 2-, 2\4-ton . . . standard on 234-, 3, 314-ton! 


with new low work-saving design... 








New Steering system means easier handling . . . keeps 
Dodge ahead of the field with sharpest turning of any 
comparable trucks. More slant to steering wheel post. 
New power steering available in 4-ton models! 


New! Full-vision luxury cabs with big one-piece wind- 
shield! More vision area than in any other leading 
make! New easy-chair seats! New cab sealing against 
dust, drafts! New two-tone interior styling! 


help reduce your trucking costs! 


New! Over 75 features! New, low, 
work-saving, time-saving design! 
New payload increases! New cab 
heating and ventilation! New styl- 
ing from road to roof! New value 
leader models! New shorter conven- 
tional tractors, only 102 inches from 
front bumper to rear of the cab. 
New easy-shifting transmissions! 


SEE YOUR 


MW DODGE ; 
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Free book on power! Explains the 
3 basic kinds of engine efficiency .. . 
tells what they mean to you in 
power and economy! Get your free 
copy at your friendly Dodge 
dealer’s! See him today! 


New/ Even greater values...yet 
still priced with the lowest { 


FRIENDLY DODGE 






V-8's—6’s 
2 great engine line-ups! 


DEALER 


“TRUCKS 





than 12-0z.) carbonated beverage bottles in their 
homes. Of these, almost one-third had one to five 
large bottles, while 7.3% had more than 10. By 
actual count these consultants had 2,448 large bot- 
tles. Of these large bottles in the homes, 65.9% 
were empty and 34.1% were full. 

Again projecting these figures from the survey 
sample on the basis of the national figure cited 
above, it would appear that there are nine million 
cases (12 bottles to the case) of large-size bottles 
in American homes of which six million, or 1.83 
bottles per family, are empty. 

Families in the South and Midwest lead those 
of other areas in having more than 10 empty and 
full bottles in their homes. Families in the East 
lead those in other areas in having more than 10 
large bottles, empty and full, in their homes. 


Seasonal Variations. 


While carbonated beverages have long ceased to 
be regarded as seasonal items and are now pro- 
moted throughout the year, certain seasonal varia- 
tions in beverage buying habits are to be expected. 
For example, nearly two-thirds of the consultants 
stated that they buy soft drinks in the small size 
bottles once or more each week during the summer. 
During the winter, this drops to approximately 
one-third. 

More than half of the consultants reported mak- 
ing summer purchases of the small size bottles six 
at a time. Purchases of 12 or more bottles at a time 
were reported by approximately 40%. During the 
winter, six-unit purchases were made by seven out 
of ten consultants, while purchases of 12 or more 
bottles dropped to slightly less than 25%. 

As for buying habits for large or “family” size 
containers of carbonated beverages, the survey 
shows that during the summer season, nearly eight 
out of ten families usually buy from one to four 
family size soft drinks at a time. Of these, four 
unit purchases make up slightly more than 10%. 
During the winter, 84.1% buy in units of one to 
four, but the number of families buying four units 
drops to 5.8%. 


Food Stores Account For 82.4% 
Home Market Sales. 


Following previous trends in beverage buying 
for the home, 82.4% of the consultants indicated 
that they most often purchase soft drinks for home 
consumption at their grocery stores. Other places 
where beverages are purchased include beverage 
stores, service stations, confectionery stores and 
drug stores. 

Bottlers may obtain a copy of this complete 
study by contacting any branch office of Owens- 
IlInois or by writing to the Beverage Sales Divi- 
sion, Owens-Illinois Glass Company, Toledo 1, Ohio. 
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1953 Record Shows 
Price—Sugar Quota 
Interrelationship 


U. S. sugar quotas during most of 1953 were held 
in close check, according to a statement made by 
B. W. Dyer & Co., Sugar Economists and Brokers. 
However, it appeared that whenever domestic raw 
sugar prices approached the $5.95 per 100 pounds 
level some type of quota action increasing the sugar 
supply usually followed. 

The rationale accompanying the initial 1953 U. S. 
sugar quota stated, “... sugar prices have remained 
below the levels indicated as desirable by the Act,” 
and the initial quota was set at 7,800,000 short tons, 
raw value, which was 400,000 tons below the esti- 
mated U. S. consumption requirements for 1953. 
However, during the year three increases of 100,000 
tons each were made, raising the quota to 8,100,000 
tons. In addition to that, it was estimated that beet 
deliveries in 1953 would not exceed 1,620,000 short 
tons, raw value, and other supplying areas were 
given the opportunity to ship an additional 180,000 
tons of sugar. Also, Philippine shipments were esti- 
mated would not exceed 874,000 tons, thus Cuba 
and the full-duty countries were permitted to ship 
an additional 100,000 tons of sugar. Nevertheless, 
at the present time, it appears that beet deliveries 
and Philippine shipments may exceed the estimated 
deficits by almost 175,000 tons. This would make 
the effective 1953 quota almost 8,275,000 tons, the 
Dyer Co. states. 

There was little excess inventories in the hands 
of refined sugar buyers at the beginning of 1953, 
and raw sugar prices were $5.55 per 100 lbs. Raw 
prices then declined to about $5.45 about the middle 
of January, largely because of seasonal slackness 
and anticipated pressures upon raw sugar produc- 
Following this price refined sugar 
prices in the Northeast were generally lowered from 
$8.65 per 100 Ibs. to $8.50 effective January 19th. 
Raw sugar prices then moved irregularly upward 
to $5.95 on March 24th. During this advance, re- 
finers in the Northeast raised their basis price to 
$8.75, effective March 13th, but took business at 
the old price for delivery through March 20th, re- 
ports Dyer. 


ers. decline, 


In order to obtain sugar at the old price, refined 
sugar buyers built up their inventories considerably 
during the specified March delivery period. As a re- 
sult, refined sugar deliveries in April and May were 
quite slow as these excess “invisible” inventories 
were used. The domestic raw sugar market then 
weakened temporarily to $5.85, and later advanced 
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Success stories like 
these are behind the 
big Bireley’s boom 


. ‘ 


ENTHUSIASM from Salt Lake City—“I could get into 
outlets with Bireley’s even when they handled a competing 
orange drink. Bireley’s non-carbonated sales-plus gives you a 
story no one else has. There just isn’t any orange flavor quite 


like Bireley’s orange.” 
M. P. Duncan, Salt Lake City 





AMAZEMENT from Athens, Georgia—‘Frankly, Bireley’s 
sales amazed me. My trucks each averaged 125 cases per day 
after only four months. Now there’s no question in my mind 
about dealer and consumer acceptance of Bireley’s non-carbon- 
ated flavor line.” 


J. N. Rhodes, Athens, Georgia 











SUCCESS STORY from Tacoma, Washington—‘l found 
out that Bireley’s distinctive features quickly obtained wide 
distribution and sales and actually improved distribution of my 


other soft drink products.” 
George Cincovich, Tacoma, Washington 





PROFIT- PICTURE from Danbury, Connecticut—‘‘Bireley’s 
pasteurized and non-carbonated angles got me more outlets... 
got me the take-home business I couldn’t get with my own 
flavors. This really helps me in the cooler months, keeps my 
routes profitable year round.” 

George Antous, Danbury, Connecticut 


Get in on the Big Bireley’s Boom! You can now bottle 
non-carbonated Bireley’s on your present equipment for as 
little as $175 conversion cost...and increase your volume as 
much as 80%. Write—or better still—wire or call collect to 
Bireley’s Division, General Foods Corporation, 1127 North 
Mansfield Avenue, Hollywood 38, California. 


BIRELEY’S DIVISION 


GENERAL FOODS CORPORATION 
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SUPER MARKET SPECIAL 


NuGrape’s rich and delicious flavor is a natural favorite 
of thirsty youngsters of all ages. They know 
a good thing when they taste it and call for it in a big 


way—at home and away. 


Smart bottlers are taking full advantage of 
NuGrape’s popularity in the home. They’re moving 
NuGrape Soda into super markets and grocery 


stores by the truck load daily. 


Why don’t you investigate a 
NuGrape Soda franchise today ! 








to $5.92 on April 10th. A quota increase of 100,000 
tons was announced on April 10th. Raw prices then 
moved within the general $5.80-5.90 area until about 
the middle of July, when the raw sugar market 
again reached $5.95, as seasonal demand increased. 

Effective July 20th, refiners in the Northeast 
increased their refined sugar basis price by $10 to 
$8.85 per 100 lbs. Refiners in other areas, as well 
as a smaller refiner in the Northeast, continued to 
take business at their old prices. Although nominally 
they announced price advances. On Juiy 22nd, a 
quota increase of 100,000 tons was announced, and 
many interpreted this quota action as dissatisfac- 
tion with the refined price increase. 

Refined sugar deliveries again were good in July 
and refined sugar buyers’ inventories were built 
up slightly. Raw sugar prices continued to move 
generally sidewise throughout August and most of 
September. 

On August 7th, the U. S. Department of Agri- 
culture estimated that beet sugar deliveries would 
fall short of the quota, and a beet deficit of 100,000 
tons was prorated to the other domestic areas and 
Cuba. Refined sugar deliveries were slow in August, 
as refined sugar buyers used the excess “invisible” 
inventories built in July. 

The threat of a longshoremen’s strike scheduled 
for October 1st became a matter of concern in the 
Northeast in September, and refined sugar buyers 
in that area rushed to build up inventories. Raw 
sugar prices began to increase as refiners also 
bought additional sugar, and on September 22nd, 
quota action was taken to provide for a Philippine 
deficit of 100,000 tons. The strike actually took place 
on October Ist, but a few days later President 
Eisenhower invoked the Taft-Hartley Act, and a 
temporary 10-day no-strike order was issued. Long- 
shoremen returned to work, and the no-strike order 
was followed by an 80-day extension to December 
24th. 

With the strike threat eased, deliveries became 
slow in October, as excess inventories were ab- 
sorbed. Refined sugar price weakness was evident 
in many sections of the country, when, on October 
13th, the Department of Agriculture raised the 
quota by 100,000 tons. 

Final 1953 U.S. beet crop reports indicated that 
about 1,787,000 short tons, raw value, of sugar 
would be produced if normal sucrose content were 
obtained, compared with 1,508,000 tons produced 
from the previous crop. Moreover, it was predicted 
in reports received by B. W. Dyer & Co. that pro- 
duction from the 1954 crop would exceed the quota 
of 1,800,000 tons. The 1953 mainland cane crop is 
expected to produce about 635,000 short tons, raw 
value, compared with 605,000 tons last year. On 
August 8th, marketing quotas had been placed on 
mainland cane processors for 1953, and, on August 
llth, acreage allotments had been announced on 
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the 1954 crop, which were designed to limit 1954 
production to about 542,000 short tons, raw value. 
Public hearings are scheduled for mainland cane 
processors on January 6, 1954 and for beet pro- 
cessors on January 18, 1954 to determine the mar- 
keting allotments for their 1954 quotas. Acreage 
restrictions for the 1954 beet crop, plantings of 
which have already started, are not now contem- 
plated. 

Raw sugar prices, which had remained relatively 
stable for several months started to weaken in Octo- 
ber. Following this, refined sugar prices in the 
Northeast were reduced to $8.75 per 100 Ibs. on 
November 4th, and to $8.65 on November 12. Other 
areas also reduced prices. Shortly after the beet 
deficit proration of 80,000 tons, which was an- 
nounced on November 6th, raw sugar prices broke 
sharply and fell to $5.53 per 100 pounds on Novem- 
ber 13th. Refined sugar prices continued to remain 
weak in competitive areas, and rumors of price 
concessions became more widespread. 

On December 3rd, after the 1953 quota balances 
had fallen to extremely low levels and raw prices 
had advanced to $5.82, the U. S. Department of 
Agriculture permitted over quota sugar to be im- 
ported for refining, and thus be available for use 
on January 1, 1954. This action, in place of a quota 
increase, states Dyer & Co., 
an attempt to keep raw prices from falling too 
rapidly. However, raw sugar prices then declined 
to $5.50 on December 9th. 

Refined sugar demand in the Northeast picked 
up sharply in December as the longshoremen’s dis- 
pute again threatened. In fact, the scramble for 
sugar was so pronounced that resale sugar sold as 
high as $9.40 net per 100 lbs., in contrast to the 
The no- 
strike injunction was scheduled to end on December 
24th, and, as that date approached, the longshore- 


price of $8.65 from primary distributors. 


men and the shippers had not signed an agreement. 
An election to determine the official bargaining 
agent for the longshoremen was scheduled to be 
held on December 22nd. 

The 1954 U. S. sugar quota of 8,000,000 short 
tons, raw value, was announced on December 14th. 
In making this announcement the Secretary of Agri- 
culture estimated that 1954 sugar demand would 
be 8,400,000 tons, but set the quota 400,000 tons 
below this “in view of possible stock-piling during 
December, and to establish stable prices at levels 
required by the Sugar Act of 1948.’ Quotas for 
individual areas and countries for 1954 are as fol- 
lows (in short tons, raw value): Domestic Beets 
1,800,000; Mainland Cane 500,000; Hawaii 1,052,- 
000; Puerto Rico 1,080,000; Virgin Islands 12,000; 
Philippines 974,000; Cuba 2,478,720; Dominican 
Republic 25,647; El Salvador 3,843; Haiti 2,482; 
Mexico 10,634; Nicaragua 7,269; Peru 48,241; and 
Other Countries 5,164. 
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No wonder volume is larger..Costs Lower 










@ Low 
Place more vending units with a smaller investment. 
Inquire about financing plans available. 


initial cost, 





@ Selectivity. You can 
vend your complete line 
of flavors from a single 
Ideal vender, and sell 
more of each. 


®@ Packaged Refrigeration 
Systems are interchange- 
able and hold mainten- 
ance costs way, way 
down, thus insuring 
trouble-free service. 


lowest coin unit conversion costs. 





° +85-B vending and 























10 cases. 





6 cases. 


ssh vending ond precooig 


5 cases. 
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Remove present coin 
equipment from vendor. 


2. | 


Slide National's Model 
6800 into same mount- 
ing position. 


H 


Complete the installa- 
tion by fastening with 
only seven screws. 








ATLANTA 3, GEORGIA, 685 Peachtree St., N. E—Phone: ELgin 4318 
CHICAGO 39, ILL., 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St.—Phone: IMinois 8-6302 
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...and your Ideal Milk“. 
and Beverage Dispenser is equipped 
with NATIONAL’S Mechanical Changer 


NEW CHANGER TAKES PENNIES, NICKELS, + 


Flexibility never before possible 


Your Ideal Dispenser equipped with National’s 
Mechanical Changer gives you greater earning 
power with its ability to take coins from a penny to 
a quarter. Should a price change become necessary 
the Mechanical Changer may be easily adjusted to 
make 5¢, 6¢, 7¢, 10¢, 11¢ and 12¢ sales. 


ONE MAN SIMPLIFIED INSTALLATION 
-..NO SPECIAL TOOLS OR SKILLS 


MODEL 6800 


(in housing) 


Complete Kit 


$698 


With liberal 
trade-in on your 
present equipment 





No extra parts are needed with this National Mechanical Coin 
Changer. Package comes complete with housing and instruc- 
tions. Any operator can make the change-over. 


Can be easily installed on location. 


NATIONAL (33 REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15, Mo. 


Phone COlfax 1900 
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SERVICING 


NEW MODELS 


Spacarb Announces Vender 


Price Increase 

Effective February 1, the list price for the 4D53 
Spacarb cup drink vender will be $1,395, Spacarb- 
Juice Bar officials announced at the year’s end. The 
four-selection unit currently lists for $1,375. 

According to company officials, increased labor 
and material costs are responsible for the boost in 
price. They added that the price of the 3D53 will 
remain at $1,295 with the fourth flavor attachment 
listing at $100. No other price changes were an- 
nounced. 

The company will accept all 4D53 orders up to 
January 31 at the current $1,375 price. Spacarb 
is currently running a cup dispenser spare parts 
sale. 
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Pepsi-Cola Expands 
Financing of Cup Vending 
Program 


With the hope of increasing the 
sale of its syrup product in the out- 
door field, the Pepsi-Cola Co. is 
expanding its financing of vending 
machine operators in the amuse- 
ment parks in the Chicago area. 

The financing of cup vending 
machines, inaugurated during the 
past year, was limited to operators 
of vending routes until now. Park 
men will be invited to participate 
in the plan, it being thought by 
Pepsi officials that the park fields 
are not attractive to full-time route 
operators because of the high per- 
centages needs and demanded for 
installations. 

Pepsi believes that it can dem- 
onstrate that the location of cup 
vending machines by funspots will 
increase their drink business rather 
than siphon off sales from the es- 
tablished stands. According to the 
company thinking, fringe areas 
within the structure of many 
amusement parks, such as picnic 
groves, areas adjacent to ball fields 
and other play zones which attract 
only a small amount of traffic can 
best be served by the cup machines 
rather than by the erection and 
manning of permanent and expen- 
sive stands. 

This plan was reported tested 
last summer at Playland Park, Rye, 
N. Y., with excellent results. The 
sales through the venders averaged 
around 1,500 cups a day throughout 
the entire season. The drinks in 
this area were vended for 10 cents. 

It is planned to have Pepsi ex- 
perts survey each park to gauge the 
number of units that can be profit- 
ably installed. 

The Pepsi-Cola Co. also plans to 
make available its syrup either 
through its bottlers or national 
sales and to supply cups at a cost 
likely lower than an operator could 


secure on his own. 
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PACE USED CUPS In RECEPIACKE 

































COLA [@ROE BuRcuNoY 
GRAPE Root Beer 
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ROJO ORANGE PUNCH 


HOM CARBOMATED 












CARBONATED 

AND 
NON-CARBONATED 
COMBINED 


Now you can have the lasting advan- 
tages of Cole-Spa construction plus the 
benefits of 6 carbonated and non- 
carbonated beverages in one machine. 


The new Cole-Spa ‘‘6"’ has everything: 
Cole's traditional beauty and strength 

.. variety of drinks... unfailing on- 
the-job efficiency. This practical, new 
unit, incorporating all of the features 
that have made Cole-Spa dispensers the 
standard of the industry, will make your 
operation easier, more efficient and 
more profitable. 





1200 cups—over 2400 drinks in four 
large syrup tanks—M-12 Hermetic sys- 
tem——Duotonic Tap—all-welded steel 
chassis—Microthermic Refrigeration— 
New Tru-Mix drink throw—lInterior 
Service Light. 


FREE 30 DAY TEST 


Write, wire or phone for details. 





All Cole-Spas——3-5-6-8 selections—ore 
now available for immediate delivery. 


aa PRODUCTS CORPORATION 


All models available with illuminated 





“Thirsty” sign or standard mirror, 
WORLD'S LARGEST MANUFACTURER OF CUP DRINK DISPENSERS 
Executive Offices: 39 South LaSalle St., Chicago 3, Ill. * Offices in all principal cities * Cole Products Ltd. Toronto * Montreal 
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“or todays taste, todays f; ving 
Pepsi-Cola is the light refreshment 
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Rs is a beautiful time to live in. The 
middle-aged are young. The old, middle-aged. 
And the young are more than ever a pleasure 
to look at. 


Almost everybody looks and feels more 
youthful, because almost everybody has 
learned it pays, in health as well as looks, to 


keep waistlines down and figures slender. 


Heavy, over-rich food and drink are out of 
date. The modern taste is for lighter, less 
filling foods and beverages. 

That is the change with which Pepsi-Cola 
has steadily kept pace. Today’s Pepsi is light, 
dry (not too sweet), reduced in calories. It 
refreshes without filling. 

Enjoy Pepsi-Cola whenever you want re- 
freshment. You'll find it everywhere—in the 
familiar economy bottle that serves two peo- 
ple, or in the smaller, single-drink size. 

It’s the modern, the light refreshment, for 
today’s taste, today’s way of living. 


Refresh without filling. Have a Pepsi. 
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SerVit to Market Single-Flavor 
Cup Vendor 


The John Mitchell Company, which builds the 
single-flavor cup drink vender recently introduced 
by the Dr. Pepper Co., was also announced as the 
contract producer for the newly-organized SerVit, 
Inc. The SerVit organization, with offices at 2613 
Ross Avenue, Dallas, will market the same vendor 
through direct-factory salesmen and also on special 
order to other manufacturers or distributors bear- 
ing their own trade name. 

The SerVit vender will retail for $595. The Dr. 
Pepper organization offers the unit for $538.20 
cash, $592.83 on its no-down payment, three-year 
finance plan. Called the SerVit A250, the vender 
continues to offer the original 250 cup capacity. 
Standard equipment includes a changemaker. 

Officials of SerVit, Inc. are: C. B. Hasford, presi- 
dent; Jack Booth, vice president (Mr. Booth was 
instrumental in the design of the original vender 
introduced by Dr. Pepper); W. Harry Jack, secre- 
tary; Orville Mitchell, treasurer; W. C. Brouch, 
engineer. 


Profitable Cup Vending 
With the Cole Spa 6 

The Cole Products Corp., Chicago, Illinois, manu- 
facturer of cup drink dispensers, has announced 
the distribution of the Cole Spa “6” cup vender 





The benefits of six carbonated and non-carbonated bev- 
erages in one machine are now available in the rugged 
Cole Spa 6 manufactured by Cole Products Corp. of 
Chicago. Efficient and more profitable operation is claimed 
by the manufacturer. 
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which offers six drinks in carbonated or non-car- 
bonated combinations. 

This practical, new unit incorporates all of the 
features that have made Cole-Spa dispensers the 
standard of the industry. Featuring the traditional 
smart styling and superior construction, the Cole 
Spa “6” has 1200 cups with more than 2400 drinks 
in four large syrup tanks. 

Unfailing on-the-job efficiency is accented with 
an all-welded steel chassis, microthermic refrigera- 
tion, new Tru-Mix drink throw and an interior 
service light. An illuminated “Thirsty” sign or a 
standard mirror is available with all models in the 
Cole Spa line. 

To properly introduce this new model,: the com- 
pany is offering a free 30 day test. Cole-Spas are 
currently made in 3-5-6-8 drink selections. 


Mixed-Price Policy at Vending 
Locations in Portland, Oregon 


Portland, Oregon is the scene of a mixed-price 
policy at soft drink bottle vending locations in the 
wake of wholesale price increases. Machines, ac- 
cording to shopping reports, have been operating 
at 5 cents, 6 cents and 10 cents, with future price 
policy still undetermined. 

The Coca Cola Bottling Co. of Oregon, long-time 
champion of the nickel drink, was the sole operator 
on the 6-cent basis, in response to location wishes. 
The Coke wholesale price at $1 for a case of 24 
bottles remained the lowest in the Portland terri- 
tory. The 6-cent operation requires that the cus- 
tomer have a penny to make his purchase. Al. 
McLain, sales manager of the company admitted 
that there had not been enough time to determine 
the effect on volume. 

Cokes vend for a dime at most public locations 
and at a nickel at industrial locations. 

The Portland Bottling Co. abandoned the 6-cent 
operation according to General Manager W. R. 
Moore, when it was found that volume sales were 
slipping. The firm bottles and vends Hires, Seven- 
Up, and Mission orange, grape and strawberry. 
“The 6-cent price just brought confusion among 
customers,” said Mr. Moore. “We found most people 
wuvuld rather spend a dime than bother with an 
extra penny.” 

Wholesale prices are $1.20 with Portland Bot- 
tling. The 5-cent operation is confined to industrial 
locations, 10 cents being general elsewhere. 

The 5-cent vended drink has virtually disappeared 
from public locations in the Portland territory, and 
can be found only in plants and offices. Operators 
contend the nickel operation is not profitable, being 
largely a convenience to the employees in that the 
margin is largely absorbed by bottle loss. Most 
sentiment is for a 7-cent or 10-cent price even 
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KELVINATOR 


Tops for Cooling! 















Tops for Selling! The Best Beverage Cooler! 









“Tops”, “‘caps’’, or “‘crowns’”’, 
it’s not what you call them it’s 
: how fast you collect them that’s im- 
portant. There is money in a busy crown 
receptor. And your busiest ones, for every 
location, will be on the famous beverage 
coolers designed, engineered and built by 
Kelvinator, completely and colorfully iden- 
tified in Pepsi-Cola colors with the Pepsi- 
Cola trademark. Bottlers find that cus- 
tomers “hit the spot’’ where there is a 
Pepsi-Cola identified Kelvinator Beverage 
Cooler. Mail your coupon today for com- 
plete information. 


199” 


INCLUDES 5-YEAR WARRANTY 


® Time-proved financing 




































i ® 44 strategically located parts depots 
7 Beverage Cooler Department, Nash-Kelvinator Corp. | © Wet or dry operating coolers 
Dept. NB-1, 14250 Plymouth Road, Detroit 32, Michigan ® Cabinet completely engineered and built 
| by one manufacturer. 
| Gentlemen: 
Send literature ici oi é i 
s ore . pricing and financing data on Kelvinator | 
: Coolers for Pepsi-Cola. | A ct No we I 
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| Se eee age 
ADDRESS............ ’ 74 yf x Y 
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Division of Nash-Kelvinator Corporation, Detroit 32, Mich. 











“It says—the Nehi Line is the most 
complete line in the industry.” 





Ginger Ce 
NEH!I CORPORATION 
COLUMBUS, GEORGIA 
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though the Portland wholesale market has been 
lagging behind others such as California or Wash- 
ington. 


Variety in Drinks for Small Plants 


The increasing demand for a variety of drinks 
in small plants is evidenced by the “General” five 
flavor bottle vender installed recently at Rowbotham 
Metal Fabricators, Inc., Phila. The Rowbotham 
plant employs about forty workers and supplies a 
water cooler flanked by a hot coffee vender on one 
side and a selective soda bottle vender on the other. 

The bottle vender is the smaller ‘“‘Bevmart” model, 
product of General Vending Machine Corp., Phila- 
delphia and Chicago. It is operated in this installa- 
tion with a 6-cent coin mechanism and sells an 
average of three cases a day during the spring and 
summer seasons. Proceeds are used for an estab- 
lished welfare fund. 

According to reports from the company, there 
hasn’t been a single service call required for the 
“General” vender since its installation. The simpli- 
fied coin-slide type of slug rejector is claimed to be 
unaffected even under a steady stream of water. 

The soft drink-water-hot coffee threesome has 
proved to be very popular with the workers and 
the management is convinced that this type of drink 
service helps to improve worker morale and tends 
to increase operating efficiency through the pick-up 
afforded during the dzy when ten minute rest 
periods are allowed in mid-morning and mid-after- 
noon, as well as the lunch period. 

The General Vending Machine Corporation also 
produces a “Vendmor” model which is twice the 
capacity of the “Bevmart” used at the Rowbotham 





Rowbotham Metal Fabricators, Inc., Phila., installed a 
General five flavor bottle vender alongside a water cooler 
and next to a coffee vender to meet the drink require- 
ments of their forty employees. 
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plant. Coin slides are available in 5c, 6c and 10c 
Cenominations. Considerable expansion of their pro- 
duction is scheduled by General to meet the grow- 
ing demand for their venders. 

Both the “Bevmart” and “Vendmor’ selective 
bottle vendors manufactured by General Vending 
Machine Corp. were exhibited at the Convention- 
Exposition of the American Bottlers of Carbonated 
Beverages held Nov. 9-12. Illustrations of these 
two units were inadvertently omitted from the 
December issue of the NATIONAL BOTTLERS’ 
yAZETTE. , 


Automatic Soda Shoppe Unit Offers 
6-Drink Cup Dispenser 

Apco, Inc., New York, manufacturers of a com- 
plete line of automatic cup dispensers, has an- 
nounced production of its Automatic Soda Shoppe 
6-drink cup dispenser offering a choice of four car- 
bonated and two non-carbonated beverages. 

This machine has a 1200 cup capacity and a 2500 
drink syrup capacity which greatly reduces the 
number of service calls required. Maximum sales to 
customers are claimed because it is now possible 
to sell to every taste preference, either for car- 
bonated or for non-carbonated beverages. The ma- 
chine has four flavors in four-syrup tanks. 

The new 6-drink Soda Shoppe, according to the 
company announcement, retains the same mechan- 





t 
Mechanical and electrical simplicity with the exclusive 
Jet Carbo-Activator are highlighted in this new six 
drink automatic Soda Shoppe cup dispenser produced 
by Apco, Inc. 


—_———— 
FROZEN FOOD 
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Here are just a few of the many ways 
famous THERMO-KEEP* Wonder Bags 
can work wonders for you... 






EXTRA ICE-CUBE CONTAINER ° . 
(for Parties) @ AS YOUR OWN INSULATED COOLER . . . specially designed to carry 6, 
12 or 24 bottles (or cans) . . . with your own brand name imprinted 


OL ; er A 
lon eos 7K in vivid display. 





@ AS YOUR MOST EFFECTIVE SALES-INCENTIVE to keynote a “Buy it CoLD — 
Keep it coLp” Promotion for your brand. 


@ AS YOUR MULTIPLE-UNIT CARRY-HOME COOLER that can be re-used for 
. »» REPEAT PURCHASES .. . FROZEN FOOD SHOPPING . . . PICNIC COOLER 
-»- EXTRA ICE-CUBE CONTAINER FOR PARTIES...BALL GAMES...TRAVELING, 
etc., etc., etc. 


@® MAKES EVERY PURCHASER AN ADVERTISING MEDIUM for your brand as 
they carry their Coolers with Your Brand Name Display from the 
store ... to the store ... in the store... and away from home at 
parties, picnics, beach, or ball games. 


To SELL MORE in ’54, plan to feature specially designed 
THERMO-KEEP® COOLERS for YOUR BEVERAGE LINE! 

*T.M. B.F. Goodrich Co. 
For detailed information, Write — Wire — or Phone: Dept. NB °°T.M. 


NAPPE-SMITH MANUFACTURING CO. 


Southard Avenue * Farmingdale, New Jersey * Telephone: Farmingdale 5-6221 


SPORTING EVENTS 








ALSOP FILTER 
MIXERS & TANK 





for controlled syrup making 


More and more bottlers testify to the remark- 


able savings in operating time and labor that 
Alsop Syrup Filters, Mixers and Stainless Steel 


Tanks give them. These cost-minded bottlers 


find that they can maintain better control in 
their syrup room and get greater speed and 
economy in their processing operations. 
Regardless of the size or type of your installa- 
tion, there’s an Alsop Filter, Mixer and Tank 
to “fit your job” and you can be sure of posi- 
tive, trouble-free performance. Write for full 
information, recommendations and quota- 
tions. The Alsop Engineering Corp., 901 
Baltic Street, Milldale, Connecticut. 


Complete Mixing Tanks 


We can furnish any of our 
Open and Closed Stainless 
Steel Tanks with permanently 
mounted side-entering Mixers 
for a complete mixing unit. 
Valves and faucets of various 
types and metals, gauge glass 
assemblies and other acces- 
sories are available for all 
size tanks from five to three 
hundred gallons capacity. 





ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 
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ical and electrical simplicity of construction as its 
famous 3-flavor twin and is claimed to assure iden- 
tical service-free operation. 

Light in weight (only 550 Ibs.), the unit is neat 
in design and well proportioned with an all-electric 
welded cabinet that occupies the same 24” x 27” 
floor space as the standard 3-flavor machine. 

To insure delivery of a drink equal in sparkling 
freshness and fineness of flavor to the highest qual- 
ity bottled beverage, the 6-drink Soda Shoppe man- 
ufactured by Apco, Inc., features the famous Jet 
Carbo-Activator. 

Apco, Inc. (Automatic Products Co.) maintains 
regional sales representatives throughout the United 
States with executive offices in New York. 


Increase in Vending Machines Predicted 

If the sale of all products through vending ma- 
chines continues to increase as rapidly as they did 
in 1953 then vending machines in 1954 will become 
an increasingly important part of the average 
American’s everyday life, Robert Z. Greene, presi- 
dent of Rowe Corp., manufacturers of automatic 
merchandising equipment, said in a year-end state- 
ment. 

Gross sales of all products through vending ma- 
chines in 1953, Mr. Greene said, will total about 
$11 billion, against $114 billion in 1952. 

“While variety of products sold, as well as gross 
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— LITEWATE 


Roller Conveyor 


Ideal for loading and unloading. Handles commodities 
up to 60 lbs. — moves bags, cases, hollow bottom, 
narrow, cleated and irregular packages. Available in 
10 ft. and 5 ft. straight sections and 90° and 45° 
curves. Keep LITEWATE conveyors handy in your 
storage and shipping rooms — carry them in your 
trucks. Write for LITEWATE Conveyor Bulletin — 
address Dept. 





General Offices: North St. Paul 9, Minn. 
Sales and Service in Principal Cities 
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sales, continues to increase,” Mr. Gross said, “the 
biggest news in automatic merchandising in 1953 
is in the fields of design, research and engineering, 
with new types of vendors opening up wider hori- 
zons.” 

Major developments of the Rowe Corp. (which 
celebrated its 25th anniversary iast year) and of 
the industry were listed by Mr. Greene as follows: 

1. Introduction of cigaret merchandisers accom- 
modating 11 brands, and adaptable to all major 
packaging, including box-type packs. In this con- 
nection also, 1953 has seen an increase in the use 
of cigaret vendors for single pack sale in super- 
markets and industrial outlets. 

2. The emergence of “automatic buffets,” which 
serve complete, inexpensive snack luncheons from 
batteries of coin-operated vendors, from the experi- 
mental stage. 

3. The beginning of “at-your-door milk service” 
to housewives, through automatic milk vendors 
which dispense quarts of milk in apartment build- 
ings, under controlled refrigeration, at any hour of 
the day and night. 

4. The start of after-hour “store-front vending”’ 
through automatic machines which make goods 
available to shoppers after the store is closed. 

All of these developments, according to Mr. 
Greene, provide only a glimpse of new developments 
to come in automatic merchandising. 


QUALITY COOLERS ¥0 

CAN FIT INTO YOUR LINE 

AND SELL AT A PROFIT 
ACCESSORIES 


6 “Ba Jyt 

















SINGLE Sa | pouBLe 
FAUCET Wie i — 
GRILL 
MOUTH § HEAVY 
BUBBLER DIVIDERS y “oury 

CASTERS 


You sell quality, trouble-free cooling in these elec- 
tric units that operate wet or dry. In 3 sizes... 4, 
5, 6 ft. Unobstructed interiors. Baked Enamel 
finish for beauty and sanitation. 


SEND FOR CATALOG N-1 


The BEVCO Company, Inc. 


3316-28 S. BROADWAY «+ ST. LOUIS 18, MO 
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1. H. Houston Urges Cup Venders and 
Bottlers to Live and Grow Together 


“Cup venders are part of the bottlers’ future 
and the cup machine industry and the bottler must 
live and grow together if both are to prosper,” ad- 
monished I. H. Houston, president of the National 
Automatic Merchandising Association and presi- 
dent of Spacarb, Inc. of Stamford, Conn. 

As guest speaker before more than 85 bottlers 
at a session of the Dad’s Root Beer Company con- 
vention held in Chicago recently, Mr. Houston 
indicated he was directly concerned with the future 
of automatic vending and directed his remarks to 
the bottling industry in general. 

Speaking on the topic, “The Bottlers’ Place in 
Cup Vending,” Mr. Houston emphasized that bot- 
tlers should regard cup venders as an opportunity 
to increase dollar volume. 

“Today,” said Mr. Houston, “there are too many 
reluctant bottlers in cup vending. These include 
the 10 per cent who got into cup vending during 
the earlier period of bottler enthusiasm and are 
still operating such equipment. About 3 per cent 
are actually making a success of the operation.” 

Mr. Houston listed four ways for the bottler to 
participate in cup vending. The best method was 
to co-operate with the independent operator of 
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BETTER APPEARANCE .. . a difference you can see 

. is a part of every Gaco Tufbilt Beverage Case. 
Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 
Gaco Case a completely solid finish for improved 
luster, durability. Send us your order today . . . see 
why Gaco Tufbilt Cases 
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vending equipment. The four methods open to the 
bottler wanting to expand his coverage into the 
bulk beverage field are: 
1. Own and operate his own equipment (this 
is the least practical, according to Mr. 


Houston). 

2. Co-operate with one or two operators in his 
area. 

3. Co-operate with any and all operators in his 
area. 


4. Sell, or aid in the sale, of cup machines to 
locations (this would make it necessary for 
the bottler to hire his own cup machine 
mechanic). 

Cup vending, according to Mr. Houston, has 
grown with the independent operator in the past 
five years more than any other phase of automatic 
merchandising. 

“It has increased 400 per cent in that time, and 
by 1958, 80,000 cup venders should be doing a $200 
million annual business,” he declared. 

The trend of full-line package sales in present- 
day merchandising means that the bottlers can 
utilize the cup vender for best product sales and 
promotion. “Cup machines can sample your product, 
create more markets for the bottled product,” he 
told the assembled bottlers. 


FRORTIER 


DISPLAY RACKS 


LET YOUR CUSTOMERS SEE 
YOUR BEVERAGE DISPLAY... 
NEAT, COLORFUL, EASY TO 
GET AT BECAUSE IT'S OUT 
IN. FRONT ON FRONTIER 
RACKS! WRITE FOR FULL 
DETAILS! 


FRONTIER MANUFACTURING CO. 
DALLAS, TEXAS 
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Write - Phone - Wire for Franchise Information 


GENERAL BEVERAGES, INC., Chattanooga, Tenn. 
Regional Distributors 


. Monterey, Calif. 
GENERAL BEVERAGES MIDWEST, INC. ..... Peoria, Illinois 
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James E. Vernor Co., Detroit, Mich. 450 GPH ‘“‘’Superplate’’ Cooler- 
Regenerator cools syrup from 220° F. to 90° F. 
next syrup batch from 85° F. to 170° F. 


can YOUR syrup cooler do 
AS MUCH... for AS LITTLE? 


With “Superplate’ Syrup Coolers you can count on 
fast, closély controlled cooling while cutting costs. 
First cost is less than any other type cooler. Also, effi- 
cient regeneration reduces heat transfer costs while 
cooling syrup to within a few degrees of water. 








Used as a Shortime Pasteurizer on liquid sugar or as a 
syrup cooler, “Superplate” ... a closed system .. . prac- 
tically eliminates product evaporation and shrinkage. 


Knob Type Plates Assure Better Processing 


Exclusive Electro-polished Plates give 
greater resistance to water deposits. 


Three-Dimensional Turbulence set up 
by patented knobbed design accelerates 
heat transfer with low pressure drop. 


“‘Non-Clogging” flow space between 
plates, full length. 


Largest Port Areas of any plate for low 
product and coolant pressures. 


Flexible. Plates easily added to increase 
capacity. 


Ask your Cherry-Burrell Representative about ‘‘Super- 
plate’ Syrup Coolers. Or Write for Bulletin G-462. 
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CHERRY-BURRELL CORPORATION 


427 W. Randolph Street, Chicago 6, Ill. 
Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 








while heating water for 





Refrigeration and Promotion 
Reasons for Industry's Success 


7 wericans drink four times as many soft drinks 
as the British and chiefly for two reasons—the con- 
venience of refrigeration in nearly every home and 
the ingenuity with which American drinks are ad- 
vertised and sold. 

This observation comes from W. J. Sturgess, 
president of Great Britain’s National Association 
of Soft Drinks Manufacturers, who with Kenneth 
Penn, secretary of the organization, recently visited 
the Duraglas Center of the Owens-Illinois Glass 
Company in Toledo, Ohio, to inspect American bot- 
tle-making methods. They were also in attendance 
at the national convention in Chicago. 

“Whereas about 90 per cent of American homes 
are equipped with refrigerators, only 10 per cent 
are in Great Britain,” said Mr. Burgess. His tour 
of the country has convinced him that there are at 
least two other reasons for America’s superiority 
in the carbonated beverage market. Central heating 


in homes which makes cool drinks suitable the year 


around and the warm climate in the South and 
Southwest. 

He noted with surprise that drinking fountains 
in offices and factories in this country provide ice 
water and said that this is practically unheard of 
in England. 

Traditionally, the British have held to the prac- 
tice of serving drinks at room temperature, he ex- 
plained, and only in fashionable clubs and hotels 
are they served chilled. 

“T may be sticking my neck out on this,” he con- 
fided, “but I expect that per capita consumption of 
soft drinks in Great Britain will exceed that in the 
United States before very long.” 

As it stands now annual consumption is about 
four gallons per capita in Britain compared with 
16 gallons per capita in the United States. 

Mr. Sturgess bases his prediction on changes 
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taking place in Britain. Homes in the new housing 


developments are now equipped with refrigerators 


and a greater number of people are discovering, for 


the first time, the pleasure of cold drinks. With 
Britain’s heavily concentrated population, Mr. Stur- 
gess believes that this one development could bring 
a boom to Britain’s soft drinks business. 





Proper bottle and label design are demonstrated by 
Dwight Fuerst, Packaging Research Division designer of 
Owens-Illinois Glass Company, to two British observers 


who recently visited the Duraglas Center of the Toledo 
glass company. W. J. Sturgess, president of Great Britain's 


National Association of Soft Drinks Manufacturers, right, 
and Kenneth Penn, association secretary. 





The lifting of the Government’s sugar rationing 
order should provide another boost, he says. Even 
with rationing, consumption increased 50 per cent 
from 100,000,000 gallons in 1939 to 150,000,000 
in 1953. 

Among soft drink flavors the first’choice of 60 
per cent of Britons is lemonade. Orange is the 
nation’s second favorite. 

Mr. Sturgess, who operates his own bottling busi- 
ness and catering service in Derby, 126 miles north 
of London, is the third member of his family to 
serve as managing director of the firm which was 
founded in 185¢( 
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New Appointments at Pepsi-Cola 
Plants in N. Y. and Philadelphia 

James G. Knight has been appointed executive 
vice president in charge of sales and advertising 
of Metropolitan Bottling Company, according to 
Emmett R. O’Connell, president. 





James G. Knight 


J. Kenneth Wright 


Mr. O’Connell also announced the appointment of 
J. Kenneth Wright to succeed Mr. Knight as vice 
president and general manager of Pepsi-Cola Metro- 
politan Bottling Co. of Philadelphia. 

Both appointments are effective immediately. 

Mr. Knight had served as head of the company 
owned plants in Phila. since September of 1949. 
During that time, sales were doubled in the area. 
Prior to joining with the Pepsi-Cola Co., Mr. Knight 
was associated with a Chicago soft drink operation 
for 18 years. 

In 1949, Mr. Wright became vice president and 
general manager of Pepsi-Cola’s bottling plant in 
Alexandria, Virginia. Before that time he held the 
position of sales manager in Philadelphia for 14 


years. 


Coca-Cola Bottlers Elect 


Truman Gill President 

Truman M. Gill, president of the Beeville Coca- 
Cola Bottling Co., was elected president of the 
Coca-Cola Bottlers their annual 
meeting held in Chicago. 

As vice president of the group for the last two 
years and former president of the American Associa- 


Association at 
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Bottle it 
_is a great Cola. Send dollar to: MarBert Products, Inc., 


19 E. Lombard St., Baltimore 2, Md. 


(Offer is good in U. S. and Canada only.) Syrup is available for testing 


only, MarBert is regularly sold as concentrate 
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tion of Carbonated Bottlers, Mr. Gill is the only man 
to hold the presidency of both these national asso- 
ciations. He is also a past president of the Texas 
State Bottlers Association. 


A.B.C.B. Protests Department of 
Agriculture's Sugar Consumption 
Estimate for 1954 

Predicting that the soft drink industry will use 
1,142,792 tons of refined sugar in 1954—5 per cent 
more than during 1953—the American Bottlers of 
Carbonated Beverages restated its opposition to 
government policies under which American con- 
sumers of sugar “are paying $170,000,000 more 
each year than appears to be necessary. 

The industry viewpoint was presented by Wilbur 
H. Glenn, chairman of the association’s Special 
Sugar Committee, at the Department of Agricul- 
ture’s public hearing on the 1954 United States 
sugar consumption requirements held in Washing- 
ton. The hearing, authorized by the Sugar Act of 
1948, is held annually to guide the Secretary of 
Agriculture in estimating the amount of sugar to be 
required by American consumers during the ensuing 
year. 

The soft drink industry, in a brief outlining its 
position, conceded the accuracy of the Secretary of 
Agriculture’s predictions as to probable require- 
ments for 1952 and 1953, but protested his action 
of reducing the initial estimate of such needs by 
400,000 tons in each of those years, 
stimulus.” This action, the soft drink industry state- 
ment points out, created an artificial scarcity which 


“as a price 


not only forces prices up unnecessarily, but has the 
effect of reducing inventories below a safe level. 
Noting that the world spot price of raw sugar is 
about 2'44c lower than the U. S. price, the brief of 
the American Bottlers of Carbonated 
called attention to the question of why the U. S. is 
paying a premium of almost 2'%c per pound on the 
sugar used by the people. It should be apparent, 
according to the statement made in the brief, that 
U. S. buyers of sugar could buy in a competitive 


Beverages 


market at a price probably somewhere in between 


the present world price and the U. S. price. 


More People Means More Soft Drinks 


If statistical figures can point the way to better 


merchandising and sales promotion programs then 
much can be learned from the information recently 
compiled by the Research Company of America. 
The Brewing Industry spends $1.50 a barrel on 
advertising today as against 50 cents in 1940, ac- 
cording to A. Edwin Fein, general manager of the 
Research Co. of America. This rising expenditure 
allowed 1% increase in beer volume between 1948- 
52. Tea and _ soft-drink 
Fein, rose faster as a result of a 23° gain in non- 


sales, according to Mr. 


adult population between 1940-50. 














Only the very select raw materials enter 
the FLAVOREX plant. In specially designed, 
modern equipment, the prime quality 
materials are skillfully processed .. . to 
retain that fresh, rich flavor so vital to make 


your product— best tast- 
ing and most wanted! 













Remember, FLAVOREX 
flavors, made by artisans of 
vast experience, are priced right 
to assure you top quality and 
economy, too. It pays you 
to callon FLAVOREX for 
your requirements today. 






MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S CENTRAL AVE. BALTIMORE 2. MD 
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New straight line conveyor hookup aloMtok t-te ololosti-tama-felllia-teh. 
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—_ LIQUID SPEED-SAFE '/2-DEPTH UNCASER 


Fast, sure action gently uncases up to 500 6 to 12 oz. bottles per minute. 
New simplified straight line conveyor hookup . . . no case booster required. 
Smooth-as-silk performance on either standard 14-depth cases or 


“carry home carton” cases. And not a break, scratch or scuff in a carload! 


Let us show you how the Liquid Speed-Safe ¥%2-Depth Uncaser can solve 


your uncasing problems overnight. Just drop usa line for complete information. 


CARBONIC CORPORATION 


3100 SOUTH KEDZIE AVENUE + CHICAGO 23, ILLINOIS 





54 





MORE THAN 5!/, MILLION SALES 
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This eye-catching sign with color by day and brilliant 
lights at night beams the Dad’s Root Beer Company's 
message to millions of motorists as they cross Chicago's 
Outer Drive bridge. Below the massive superstructure of 
the electric Dad’s logotype design is a lighted painted 
bulletin with its famous “have you had it... lately?” 
The outstretched hand holding a bottle of Dad’s seems 
to reach across the river, offering a bottle to passers-by 
on the other side. The tremendous flow of traffic across 
the bridge includes a sizeable number of inter-city and 
inter-state travellers. General Outdoor Advertising Co., 
who set up the sign, has added up the total traffic and 
estimates the daily number of impressions made at 181,000 
or more than 51/2 million messages every month. 





TAXICABS FOR SALES PROMOTION 


= e.. ea Soh ee 
There's nothing better than a smart promotion trick to 
get your sales message around town. James H. Vaughn 
of the Lincoln Coca-Cola Bottling Co., B-1 Bottlers of 
Lincoln, Ill., used a fleet of taxicabs carrying B-1 taxi- 
posters to promote the B-1 Lemon-Lime beverage. Since 
the cabs ultimately reach every corner of town, it was 
inevitable that the sales message would get around. 
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ARIZONA 


John and Robert Trimmer have pur- 
chased the Double-Cola Bottling Co. 
plant at Phoenix, owned and operated 
by W. W. Mitchell. 


CALIFORNIA 


The Clicquot Club Bottling Com- 
pany of Vallejo, Inc. has been incor- 
porated at Vallejo with a capital stock 
of $75,000. The new firm has taken 
over the Kist Bottling Co., 44 Ten- 
nessee St., from Mark Bach. 

The Shasta Water Company, San 
Francisco, conducted a jingle writing 
contest late in the year to secure a 
suitable jingle for advertising Shasta 
beverages on radio and television in 
the Pacific Coast area. This firm is 
marketing a dietetic beverage in addi- 
tion to the regular Shasta line of 
flavors. 

The White Rock Bottling Company 
of Los Angeles is off to a good start 
with its canned beverage line of five 
flavors, supplementing the regular 
bottled line. The most marked success 
so far has been with super markets. 

Pioneer Beverages Ltd., Oakland, 
headed by Joe and Harold Lang, is 
giving attention to two new items in 
its list, Mission beverages in cans and 
the Cott line of dietetic beverages. The 
canned product is trucked from the 
Los Angeles headquarters of Mission. 

The Mission Bottling Company of 
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stiler 
riefs 


Merced, headed by Louis, Fred and 
John Varnie, has been purchased by 
Walter C. and Emil Dhesse. In addi- 
tion to the bottling of carbonated 
beverages this firm also acts as whole- 
sale distributor of beer and wine. 

The Pepsi-Cola Bottling Company 
of Los Angeles is opening branches 
at Downey and in the San Fernando 
Valley, but these will be used solely 
for distributing purposes. 

Bernard G. Bialkin has filed a for- 
mal statement to the effect that he 
is in business at 3067 Turk St., San 
Francisco, under the firm name of the 
Lo-Cal Beverage Co. 

I. Wayne Keller, controller of the 
Armstrong Cork Co., and president of 
the National Association of Cost Ac- 
countants, was a November visitor in 
San Francisco, Calif., along with Ar- 
thur Gunnarson, secretary of the As- 
sociation. They met with officials and 
directors of the San Francisco chap- 
ter. 


The plant of the Western Crown 
Cork and Seal Corporation, 2650 Bay- 
shore Boulevard, San _ Francisco, 
Calif., was selected for the fall plant 
visitation of the San Francisco Chap- 
ter, National Association of Cost Ac- 
countants, with a November date set- 
tled upon. Following the inspection 
was a dinner and a technical discus- 
sion, with Theodore G. Brown, com- 
pany secretary-treasurer, as guest 
speaker. 





COLORADO 


A de luxe safecracking job cost Mike 
Iacino, president of Rocky Mountain 
Beverages, Inc. of Denver, several 
hundreds of dollars on December 15th. 

A gang of thieves had been at work 
through most of the night before, 
chiseling off the lock and the hinges of 
the company safe. Gone were the con- 
tents of seven metal boxes used by 
route drivers to turn in their collec- 
tions each day, the general cash box 
and a large collection of checks. 

Mr. Iacino, to date, hasn’t been able 
to tabulate the exact loss because of 
a heavy work load during the Christ- 
mas and New Year holidays. 

A complete investigation conducted 
by a team of detectives indicated that 
two or three men had crept thru an 
alley window after breaking the catch 
and then torn the Rocky Mountain 
Beverage Co. office apart, ransacking 
all files and records, in addition to the 
safe. 


FLORIDA 


The Dixie Bottling Works of Jack- 
sonville has announced that it has re- 
cently installed a Model G. Burns with 
one man return feed and a Girton 
Washer sold by Burns. 


ILLINOIS 


The estate of Tolan B. Griggs, for- 
mer president of the Rockford Coca 
Cola Bottling Co., has been valued at 
$100,000 in personal property. 

Mr. Griggs, who headed the local 
bottling firm for the past 23 years, 
was killed November 7 in a two-car 
collision on U. S. Highway 51 near 
Clinton, Ky. He was 79 at the time of 
his death. 

His will, which was admitted to 
probate before Judge Seely P. Forbes, 
leaves the bulk of the property to his 
widow, Mrs. Ruth Griggs. She is also 
named as executrix of the estate. 

* * * 

Safecrackers got nothing for their 
efforts at the Coal Belt Coca Cola 
Bottling plant, 315 S. Granite St., 
Marion, when they broke into the com- 
pany offices recently. 

Fred Becker, plant foreman, found 
records strewn about the office but 
since there was no money in the safe 















Atlas 


VARIETEE 
Junior 





The SPACE SAVER 
Vends 5 Flavors 


Where space is tight, the Atlas VARIE- 
TEE Junior is the answer! Occupies less 
than 5Y/> feet of floor space and vends 
five flavors from the same delivery port. 
Customer sees the full selection before 
making choice. Stainless steel lid! Na- 
tional Rejectors, Inc. coin mechanisms 
and changers to meet your market . 
under National’s coast-to-coast service 
plan. (Same combinations as offered for 
Atlas VARIETEE Senior.) Some models 
can be set for any and all sales prices, 
and easily converted for price changes. 
The vendor value of the year! 


CAPACITY: 60 six-ounce bottles in 


vending rack. 


80 six-ounce bottles in 
pre-cool, 


Write Now 


FOR SPECIFICATIONS 
and PRICES 


ATLAS METAL WORKS 


VENDOR DIV., P.O. Box 5208 
DALLAS, TEXAS 

















what makes a 


FRANCHISE 
VALUABLE? 





The one new combina- 

tion bottle for both 

root beer and orange 

means less handling 
. cuts cost. 


A franchise is valuable only if the product 
has— 


superior quality and flavor 

an attractive distinctive bottle 

an appealing name that's easy to 
say, easy to remember 


These three ‘musts’ add up to a fast selling 
beverage . .. a valuable franchise. Goody 
Orange Drink has all three! You will want to 
investigate a valuable Goody Orange Drink 
franchise for your territory. Write today, with- 
out obligation, of course. 


The Goory Company 


560 Olson Highway, Minneapolis, Minn. 
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the thieves were unrewarded for their 
efforts. 


LOUISIANA 

William G. Zetzmann, Sr., presi- 
dent of the Zetz Seven-Up Bottling 
Inc., 1023 Burgundy, today announced 
the purchase of the facilities of the 
Mente and Co., Inc., bag plant at 1401 
Montegut. 

Zetzmann said he is in the process 
of moving his bottling operations to 
the new location and plans to be moved 
by Feb. 1. 

Zetzmann said the new location will 
make expansion of his operations pos- 
sible and he revealed that the new 
plant will be equipped “with the last 
word in bottling equipment.” 

He would not say how much he 
planned to spend on remodeling of 
the plant but pointed out Zetz has 
two production lines now and a third 
will be added at the new location. 

“Whereas we now turn out 8000 
cases of bottles in eight hours now,” 
said Zetzmann, “with the new plant 
facilities we will be able to turn out 
12,000 in eight hours.” 

The new plant, he continued, will 
also include “an air-tight, air-condi- 
tioned syrup room and complete auto- 
matic bottling facilities. Not a hand 
will touch a bottle.” 

Zetz in 1934 was one of the first 
Seven-Up bottlers in the country. The 
company also bottles Delaware Punch 
and orange drink and a root beer. 


MASSACHUSETTS 


A. Vernon Smith of Cedar Point, 
Pocasset, recently employed as Sales 
Manager of the Coca-Cola Bottling 
Company, in Sagamore, has trans- 
ferred to the LaSalle Coca-Cola Bot- 
tling Company of Grand Rapids, 
Mich. 


MISSOURI 


Purchase of certain assets and 
transfer of the Southwest Missouri 
franchises of the Grapette Bottling 
Company of Joplin and the Pepsi-Cola 
Bottling Co. of Joplin were announced 
recently by George F. Church of St. 
Louis, a member of the investment 
banking firm of G. F. Church & Co., 
110 S. Central Ave., St Louis, Mo. 
The purchase was made for the ac- 


count of other interests in the Four- 
State area. These interests are in the 
process of forming a new corpora- 
tion. 

Mr. Church is an authority on bot- 
tling plant values and finances. He has 
been engaged in the investment securi- 
ties business for the last 25 years in 
Chicago and St. Louis, and is identi- 
fied in handling the purchase and sale 
of many industrial businesses. 

A considerable amount of new and 
modern equipment will be installed 
in Joplin upon re-location of the plant 
in the near future. For the present, 
it is proposed to continue operations 
at the existing location, 215 Joplin 
Avenue, with no present change in 
management or personnel. 

J. Emmerson Robinson will con- 
tinue as the bottling plant and sales 
manager. Increased plant efficiency 
and sales are the keynote of Mr. Rob- 
inson’s program for 1954... Edward 
M. Neville, 1025 Arno Road, general 
manager of the Kansas City Coca-Cola 
Bottling Company, has been elected 
executive vice-president of the com- 


pany. Neville has been general man- 
ager and a director of the company 
since 1933. 

H. B. Thomson. Jr., of Forest, Va., 
was elected president of the company, 
succeeding his father, H B. Thomson, 
Sr., who died October 11. 

Chapman 8. Root of Daytona Beach, 
Fla., was named treasurer and Mrs. 
Hazel Simmons, 3930 Wyoming Street, 
vice-president. 

Other officers elected were Harold 
H. Testerman, 2815 West Eighty-ninth 
Street, vice-president, advertising and 
Louis C. DeShong, 1418 West Fifty- 
first Street, vice-president sales. 


NEW YORK 


James M. McNearney has agreed to 
sell the Mynderse Beverage Co. plant 
at 153 Van Guysling Avenue, Schen- 
ectady, and plans to discontinue oper- 
ation of the soft drink business by the 
middle of next year. 

It was learned that negotiations are 
under way to sell the property to Leo 
Weiss, owner of the Pleasant Valley 
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NESBITT’S SCORES WITH TELEVISION IN HONOLULU 


The selling power of television has been effectively used by the Nesbitt'’s Bottling 
Co. of Honolulu, Hawaii, in sponsoring the popular Kid Show titled “Lucky's Circus”. 
Planned against a circus background, the kids, who are guests, sit on miniature 
bleachers with the announcer acting the part of a barker from a miniature ticket 
booth. The program, televised five days a week from 5:30 to 6 P.M., is constructed 
around the participation of the children in various games and contests. In addition, 
clowns are employed to supply laughter. P.S. Nesbitt sales have increased according 


to John A. Eagle, manager of the company. 
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FOR THE “HOLIDAY AND FLOWERS” FESTIVAL 


Entered in the competition by the Portland Seven-Up operation, this beautiful float 
won second prize in the 1953 Rose Festival Parade held in Portland, Oregon. Depict- 
ing a father, mother and five children on a Sunday picnic trip in a 1913 model car, 
the float, like others in the parade, was executed in flowers. This colorful event 
excited wide public interest and is considered one of the highlights of the year. 





Packing and meat at 588 Broadway 
for $30,000. 


McNearney also disclosed plans to 
discontinue operation of the Mynderse 
soft drink business, the oldest of its 
kind in Schenectady. 

He said he would move the Bud- 
which he 
bought along with the soft drink 


weiser distributorship, 


business three years ago, to the Mc- 


Nearney plant at 1707 State Street 
after Jan. 1. 

The Saratoga Vichy distributor- 
ship, which he also handles from the 
Van Guysling Avenue location, will be 
moved later in the year when present 
renovation and expansion of the State 
Street plant are completed. 


OHIO 


To exploit the new Dad’s conga 








NEW PLANT MANAGER 
IN BUFFALO, N. Y. 


The Charles E. Hires Co. has announced 
that Rol B. Mosher has recently been 
appointed manager of their Buffalo, N. 
Y. plant replacing C. B. Raymond who 
transferred to Rochester. 

Mr. Mosher was selected for this im- 
portant post because of an outstanding 
sales record in the Buffalo area and a 
well rounded business experience be- 
fore joining the Hires organization. 








HIRES PLANT MANAGERIAL 
APPOINTMENT 


Transferring from Buffalo where he 
made an outstanding record in sales, 
C. B. Raymond has been apointed man- 
ager of the Hires Plant in Rochester, 
N. Y. Mr. Raymond takes his new posi- 
tion and added responsibility well 
equipped, having had _ considerable 
sales organization experience with 
Hires in Boston, Dallas and Newark, 
N. J. 





jingle, Nate Guren of Amster Bever- 
age Company, Cleveland bottler of 
Dad’s Root Beer, has purchased a spe- 
cial saturation package of 15-second 
radio spots on WERE, the Cleveland 
Indians’s baseball station. 


Fifty spots per week will be used 
in a 13-week campaign split between 
the balance of this year and the early 
part of 1954. 


Spots are scheduled throughout the 
day and include such _ personality 
shows as Bill Randle, one of the top 
ten disc jockeys in the country, Lee 
Sullivan, former Broadway singing 
star in Brigadoon, and Phil McLean, 
deep-voiced authority in the recording 
business. 


Arthur E. Tulk, of Tiffin, former 
president of the Cleveland Quarries 
Company and manager of its Sterling 
Abrasives Division, took over the man- 
agement of the Tiffin Coca-Cola Bot- 
tling Company Tuesday, having pur- 
chased controlling interest in the com- 
pany from Roger M. Beem. 


In acquiring control of the plant 
here Mr. Tulk takes over the manage- 
ment not only of one of the oldest 
businesses in Tiffin, but also one of the 
finest and most modern bottling plants 
in this part of the country. 


The business was founded in 1876 
by Adam Wagner, and was later oper- 
ated by Wagner Brothers and then as 
the Wagner Bottling Company by Ed- 
ward A. Wagner, from whom Roger 
M. Beem purchased control in 1943. 
Under Mr. Beem’s management the 
business was expanded and modern- 
ized. The present plant at 435-55 West 
Market Street, a model of efficiency 
and modern design, was started in 
1946 and was occupied and placed in 
operation in May 1948. 


With the business Mr. Tulk ac- 
quires the Coca-Cola bottling and dis- 
tributing franchise for this area, and 
also the Squirt and Green River fran- 
chises, and the valuable business in 
soft drink flavors established by the 
Wagner company many years ago. 


Mr. Tulk announced that his son- 
in-law, Jack Keller, of Columbus, will 
be associated with the business, taking 
over the position of sales manager 
some time in January. 
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The one new combina- 

tion bottle for both 

root beer and orange 

means ‘ess handling 
- « cuts cost. 


A franchise is valuable only if the product 
has— 


superior quality and flavor 

an attractive distinctive bottle 

an appealing name that's easy to 
say, easy to remember 


These three "musts" add up to a fast selling 
beverage ... a valuable franchise. Goody 
Root Beer has all three! You will want to 
investigate a valuable Goody Root Beer fran- 
chise for your territory. Write today, without 
obligation, of course. 


The Goody Company 


560 Olson Highway, Minneapolis, Minn. 
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OKLAHOMA 


Lights won’t flash, bells won’t ring, 
but soft drink bottling history will 
be made in Tulsa as the one-millionth 
case of Pepsi-Cola rolls off the pro- 
duction line at the Pepsi-Cola Bot- 
tling Co., 703 W. 3d St. 

The 24,000,000 bottles of Pepsi-Cola 
is considered a record amount of the 
soft dring for a city this size, al- 
though the Tulsa plant has long been 
considered one of the top five Pepsi- 
Cola plants in the country. 


Ronald Capps, general manager of 
the plant, said some 9 million gallons 
of water went into the 21 million bot- 
tles, and about 138,000 man-hours 
went into the production. 


The 39 trucks used to distribute the 
product in Tulsa, Craig, Mayes, Payne, 
Creek, Delaware, Osage, Washington, 
Nowata, Ottawa, Rogers and Pawnee 
counties, have so far this year driven 
more than 360,000 miles. 


Approximately 480,000 bottles are 
kept in constant inventory, he added. 





dollar! 





LADEWIG BOTTLE WASHERS 


Acclaimed by prominent bottlers 

as “the greatest improvement 

in bottle washing methods in 
40 years.” 


Ladewig Bottle Washers have been performance- 
proved through years of toughest day-after-day 
service in bottling plants the world over. Write 
for a list of installations—then see a Ladewig 
Washer in actual operation in the plant nearest 
you. Learn for yourself why a “Ladewig" turns 
out MORE and CLEANER bottles per hour, per 


ARCHIE LADEWIG CO. 


WAUKESHA, WISCONSIN | 
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Joe Branham, owner of the company 
and a pioneer soft drink bottler who 
opened his first plant in 1911, was 
one of the first bottlers in the country 
to acquire a Pepsi-Cola franchise. 

The $300,000 plant now has two 
modern production lines and 80 em- 
ployes work at the plant the year 
round, which added help hired in the 
summer during peak bottling months. 
The annual payroll exceeds $330,000. 


PENNSYLVANIA 

The Pepsi-Cola bottling operation 
and that of Ma’s Old Fashion in Erie, 
has recently been acquired by Grafton 
B. Perkins, Jr., president; Robert W. 
Perkins, Vice president; and certain 
local Erie interests. Grafton Perkins 
spent seven years with the parent 
Pepsi-Cola Company in New York, 
and was most recently Director of 
Market Research and Assistant Vice 
President of that company. Robert 
Perkins has had a wide experience in 
merchandising and promotion fields. 
Extensive plans for a complete re- 
habilitation of the bottling operation 
and the truck fleet have been com- 
pleted . . . Pulaski Bottling Works, 
Farrell, installed a Model G Burns 
with one man return feed and a Gir- 
ton Washer sold by Burns. 


TEXAS 

A report of record sales for the first 
9 months of 1953, has been made by 
Harry Pickoff, owner and manager of 
the Dr. Pepper Bottling Company of 
Taylor. Mr. Pickoff revealed that con- 
sumer demand had caused his plant to 
produce 19 per cent more Dr. Pepper 
through September of this year than 
it did in the corresponding period of 
1953, a year in which Dr. Pepper sales 
reached previous all-time high. Across 
the country, Dr. Pepper sales followed 
upward trend as September marked 
the 45 consecutive month in which na- 
tional sales increased over correspond- 
ing month of the previous year. 


UTAH 

Plans to build a new $40,000 Coca- 
Cola bottling plant in Vernal have 
been shelved until spring, according 
to local manager Douglas Lawson. 
The company has decided against be- 
ginning construction this fall, as orig- 





TALLEST MASON’S ROOT BEER DISPLAY 


When Jack O'Farrell, regional sales man- 
ager for Mason's asked Ken Vaughn, man- 
ager of the Red Owl store in Fargo, North 
Dakota for permission to build a mass dis- 
play of Mason’s, Mr. Vaughn told him to 
go ahead. “Build it to the ceiling, if you 
like,” he said. 

Jack took him literally, and the result was 
this 111/, foot tall display, which required 
exactly 100 cases of Mason's to erect. Mr. 
Vaughn is shown here with a quizzical 
smile on his lips, probably wondering how 
he was going to get those cartons off the 
top of the pile. 





inally planned, for three reasons, Mr. 
Lawson said: (1) the coming winter 
weather makes the quality of cement- 
ing uncertain: (2) all bids received 
by the company for construction were 
too high; (3) changes are being con- 
templated in the original plans which 
will take time. 


VIRGINIA 

The Pepsi-Cola Bottling Company 
of Norton purchased. the Haislip Bak- 
ing Company Building located on 12th 
Street, at Park Avenue in Norton, ac- 
cording to a joint announcement by 
Fred Haislip and George Hunnicutt, 
president of the Pepsi-Cola firm. The 
purchase price of the building, a 33,- 
000 sq. ft. prefabricated steel struc- 
ture, and the four and half acres of 
land, was not disclosed by the two 
men. Mr. Hunnicutt said remodeling 
work had already started on the build- 
ing and added there would be very 
few major changes. He described 
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these changes as renovations to meet 
the qualifications for syrup, prepara- 
tions and bottling rooms. A new cot- 
tling production line, capable of bot- 
tling 120 drinks a minute, will be in- 
stalled in the Haislip Building. The 
installation of this line will be com- 
pleted within the next six xweeks, 
Hunnicutt states. 

After this assembly has been com- 
pleted, he said, the present produc- 
tion line, which turns out 180 drinks 
a minute, will be moved to the Hai- 
slip Building. Hunnicutt said the two 
lines would be capable of producing 
300 drinks a minute. Everything will 
be moved from the present Pepsi-Cola 
Building to the Haislips structure by 
Feb. 15, he added. 

Bottling will commence in the Hai- 
slip Building as soon as the new line 
in installed and will bottle all of the 
company’s drinks until the present 
line can be moxed to the new location. 

The present Pepsi-Cola home will 
be converted into a warehouse and the 
Pepsi-Cola will operate a warehouse 
and storage business in it. 

When the new line is installed and 
all our equipment moved to the new 
location, we will use the large produc- 








SMART PROMOTION BY DAD'S BOTTLER 
Here’s a promotion that paid off all around 
according to Paul McAllister, Dad’s Root 
Beer bottler of Johnstown, Pa. Each child 
who visited Santa Claus in the local Sears, 
Roebuck & Co. store received a Dad's 
badge, told his story to Santa and got a 
free bottle of Dad's Root Beer, and his pic- 
ture taken on Santa Claus’ knee. More 
than 10,000 photographs were taken with 
widespread interest on the part of the 
youngsters and their parents. 
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A NEW CONTRACT FOR PEPSI-COLA’S 
SPORT SHOTS SHOW 


Talking over the Sports Shots show, just 
contracted for a five-day spot on station 
WIP by Pepsi-Cola Co. are Jim Leaming 
(left), WIP Sports Director, who handles 
the show, and J. K. Wright, newly ap- 
pointed vice president and general man- 
ager of the Metropolitan PepsiCola Bot- 
tling Co. of Philadelphia. 





tion line for Pepsi-Cola exclusively 
and the smaller line for the produc- 
tion of our other products, the local 
bottler declared. The other products 
are Mil-Kay and Sun Crest, which is 
the trade name for a drink with all 
flavors. 

The Pepsi-Cola Company moved into 
the present building in 1948. The 
Pepsi-Cola franchise has been owned 
by the Pepsi-Cola Bottling Company of 
Norton and the Stone Mountain Bot- 
tling Co., since 1936. 

At the present, the franchise in- 
cludes Wise, Lee, Scott, Dickenson and 
Buchanan counties and part of Russell 
and Tazewell counties. The company 
employs 70 people and will add six or 
seven more to operate the new produc- 
tion line, Hunnicutt said. They have 
a fleet of 40 trucks. 


WASHINGTON 

Two bandits, wearing paper bags 
over their heads, held up a cashier at 
the Coca-Cola Bottling Co., 1313 E. 
Columbia St., Seattle, 
$2,245 in cash and checks. 

The cashier, Benhart Johnson, Jr., 
29, of 5808 15th Ave., N. E., told po- 
lice patrolman Richard Schoener he 
was wheeling the money on a cart 


obtaining 


from the cashier’s cage to an elevator 
when the two men approached from 
the rear. 


John Noel, Jr., Pepsi-Cola bottler 





of Yakima has taken over a plant at 
Pasco where he will bottle Pepsi-Cola 
and other drinks, including Hires. 

The B-7 Bottling and Distributing 
Co. is now in operation in Seattle at 
3201 Utah Street. 

W. H. Parks of Longview has sold 
his Coca-Cola bottling plant to M. J. 
Sanborn, Jr., but will continue opera- 
tions at Yakima. 

Louis de Moise has taken over the 
Pepsi-Cola bottling’ operations at 
Aberdeen from Porter Sligar and will 
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SALIENT 
FLAVORING 
CORP. 


45 SUFFOLK STREET, 
NEW YORK 2, N. Y. 












operate it as the Pepsi-Cola Bottling 
Co. of Aberdeen. Mr. de Moise heads 
the L. & E. Bottling Company, Che- 
halis, and is president of the Wash- 
ington State Bottlers’ Association. 


Calso Making Steady Sales 
Progress 

One of the most interesting success 
stories in the soft drink industry in 
the West Coast field is that of Calso, 
a mineral water made and bottled in 
San Francisco, Calif., and which is 


sell 
more 
when 
you 
bottle 
these 3 
outstanding 
flavors 
by 


Salient 












now making its way into outside mar- 
kets. 

This beverage, an alkalizer, was 
originated and first bottled in Vallejo 
and about 30 years ago the plant was 
moved to 524 Gough St., San Fran- 
cisco. There it was managed for years 
by Louis R. Levy, long secretary of 
the San Francisco Soda Water Manu- 
facturers’ Board of Trade and the 
California Beer Bottlers’ State Board 
of Trade, and succeeding organiza- 
tions. 
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with ease! 








Write for Bulletin HT-102 today! 











replaced when 


No OTHER HAND TRUCK OFFERS 
THESE Exelusive avanraces: 


MAGNESIUM Light/ 


Magliners weigh as 
little as 9 Ibs. Easily 
lifted by a child! 


maGNesium Strong! 


Certified strength. 
Capacity - rated 
handle loads of 450 
lbs.—and more! 


5 5-CASE CAPACITY! 
Jo 25% greater-than-average 


carrying capacity! 
dles 5 cases securely— 


MAGLINE INC. ¢ P.O, BOX 361 


The Calso Water Company plugged 
along with its product until 1946, when 
a group of young men took over the 
ownership and finally moved into a 
new plant at 333 Twelfth St., adopt- 
ing new plans of distribution and pro- 
motion. Wide use was made of radio 
and television and so much public in- 
terest was aroused that the Calso 
Club was formed and this has grown 
into a membership of about 15,000, a 
“just-for-fun anti-acid organization 
dedicated to the uplift of all good men 


So no hand, truck! 


.... that’s because Magliners are so light—so easy to lift and handle 
—that you wonder sometimes if they're really there! Scientifically 
engineered weight distribution, the result of aircraft-inspired 
design, provides perfect balance. ...effortless wheeling! Con- 
structed mechanically through-out, all parts are standard, easily 
required. No weld failures....no truck 


Add the reasons....they tell you why, in just 5 short years, 
Magliners have become the workhorse of the entire bev- 
erage industry! With Magliners on your trucks, drivers 
will make more stops....move more 
cases....and escape the costly pen- 
alty of dead weight! 













to 


Han- 


© PINCONNING, MICHIGAN 


suffering from hangovers, upset 
stomachs or colds.” 

The company, headed by 31-year- 
old Gordon Knapp as president, with 
a board of directors of seven, all 
alumni of Leland Stanford Jr. Univer- 
sity, is steadily increasing its sales 
and last year more than 3,000,000 bot- 
tles were sold in San Francisco alone. 
A distributorship has been set up in 
Hollywood and one is being arranged 
for Paris, France. 


Coca-Cola Appointments 


Coca Cola bottling companies in Bal- 
timore, Md., Washington, D. C., and 
Birmingham, Ala., have recently added 
three young sales and public relations 
representatives to their staffs. 

Tom Hawkins has been named spe- 
cial sales representative for the Coca 
Cola Bottling Co. of Baltimore while 
Horace Cocroft of Washington will 
serve as special sales representative 
for Coca Cola in that area. Another 
addition, Jesse J. Lewis of Birming- 
ham, has been named public relations 
representative for The Birmingham 
Coca-Cola Bottling Co. 

These personnel appointments were 
announced by Moss H. Kendrix, public 
relations counselor for The Coca Cola 
Company of Atlanta, Ga. 


Bireley's Announces New 
Franchises 

The Bireley’s Division of the Gen- 
eral Foods Corporation, recently an- 
nounced the signing of franchises in 
the following cities: Swainsboro, Ga.; 
Salinas, Cal.; Chadron, Neb.; Al- 
liance, Neb.; Henry, IIl.; Rockland, 
Me.; Williamstown, Mass.; Plymouth, 
Mass.; Front Royal, Va.; Galena, Kan- 
sas; Providence, R. I.; Elkader, Iowa, 
and Galsden, Ala. 

All of these franchises were signed 
during late November and early De- 
cember, following the announcement 
of Bireley’s new program at the 
A.B.C.B. Convention in Chicago. All 
are carbonated bottlers who are adapt- 
ing their equipment to the production 
of Bireley’s nun-carbonated drinks as 
well as their regular lines. 

“Franchise applications and _in- 
quiries are being received daily,” said 
Bireley’s Herb Ward, “and interest in 
the Bireley’s franchise is certainly at 
an all-time high in this area.” 


SELLER 
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3 BOTTLE SIZES 


NESBITT FRUIT PRODUCTS, INC. 
2946 East 1Ith Street 
Los Angeles 23, California 
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Large Modern Plant for Naat 
Birmingham Coca-Cola Bottler Vi 


F on a number of years we have been working 
on plans to facilitate distribution of Coca-Cola in 
the Birmingham area. We are now ready to an- 
nounce these plans.” With this comment, Crawford 
Johnson, Jr., president of Crawford Johnson & Co., 
Inc., Birmingham, Ala., disclosed that contracts 
had been let to Dunn Construction Company and 





































is approximately 10 acres in size. 
As a preliminary to the new plant, an addition ] z 
system on the loading and unloading operations. ph = ‘ R A p F 
better service to our customers. The division of our 
cases and bottles both in the plant and on our 


plans completed by Architect George P. Turner 
In the beginning, the area served by the plant 
to the present plant of approximately 15,000 square 
Construction has begun and will be completed by ne inf 
) | YIn-VIE 

| territory will materially decrease the movement of a Sete Ml Gn R eee : “a . 
M our trucks from our present plant into the western Z a | 
section of this area. Ce " 

trucks. When this is done, both the new plant and 


for the building of a giant new plant on the Bes- " ' -_ 
semer Super Highway. The tract of land to be used — : a - A 
will include Bessemer, Fairfield, Ensley, Central — og 
Park, Powderly, the Warrior River and the Tusca- % - — = 
loosa Highways. . ~ SS a 
feet will enable the company to use a drive-through 
early spring. i 4 “— 
‘ + : . ‘ i Improved Imitation Grape Extras ; SS j 

Commenting on the program, Mr. Johnson said: ee: Prepared trom veal Grape Wie, Bee io 

. . ° Exters, Aldeky os and US. Ger’ * Ss > 
“IT feel that this program will enable us to give iui sin ON oer ar Nok ‘ 
a H eon mf ca pi tee ane ; “ 

“These changes will enable us to palletize our 

our present plant will be more modern and up-to- 


date in every respect.” 





VircimmaDare VIN-VIE 


(imitation grape flavor) 


Number One flavor of the Number One Flavor House 
... Virginia Dare's Vin-Vie . .. known, used, cheered by 
bottlers across the Tr Virginia Dare Vin-Vie 








gives you a finished drink that gives folks a treat — 
which means it's a sure repeat! See how good imita- 
tion grape can be . . . Buy a trial gallon of Virginia 
Dare Vin-Vie and see! 


Representatives in Principal Cities FE- 


cite — 


Bush Terminal Building No. 10 
Brooklyn 32, New York 
























Top—New Westside plant to be built for Shesdeiian 
Coca-Cola Bottling Co., on the Bessemer Super Highway. 
and bottom, 15,000 square foot addition to the present 
plant, to allow for drive-through loading operations. 
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JUST ADD A LITTLE OAKITE COMPOSI- 
TION NO, 53 TO YOUR CAUSTIC BOTTLE- 
WASHING SOLUTION. 










WHAT 1S THIS OAKITE COMPOSITION NO. 53? 





A fine white powder that makes water wetter, 
makes hard water soft as rain. Keeps hard water 
salts from interfering with your bottle-washing. 
Steps up the germicidal power of your caustic 
solution. 


HOW DOES IT HELP ME? 


GOT 


You wash your bottles better, with fewer re-runs. 
You get rusty necks clean, remove even cement 
deposits. Your carbonation lasts longer because 
you get better rinsing. Your solution needs less 
caustic upkeep. You stop limescale build-up on 
the machine, gradually remove present scale. 


ANY PROOF? 
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: Technical Service Representatives in Principal Cities of U.S. & Conada. 8 





Here’s what some of its many users say: 


“Loosened up scale, improved rinsing; bottles are 
cleaner than ever before.” 


“Daily upkeep dropped from 120 Ibs. caustic to 
60 Ibs.” 


“Re-runs cut from 7 cases to 5 bottles.” 


“No more hand scrubbing with acid to remove light 
rust stains.” 


MAY | SEE FOR MYSELF? 


Sure. Just call your Oakite Technical Service 
Representative, for demonstration. Or write 
Oakite Products, Inc., 20C Rector St., N. Y. 6. 


INDUSTRIAL 

yizeo Cle, 
gci* 

s? 


OAKITE 


M ct 
x‘ . 
ot* i 
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Artificial Sweeteners, Industry Promotion, 
Highlight Discussion at Kansas Annual Convention 


Fe nezemmcrp use of the new artificial sweeteners 
in foods and soft drinks could be a dangerous prac- 
tice, Evan Wright, director of the food and drug 
division of the Kansas State Board of Health, told 
the more than 200 bottlers assembled at the opening 
session of the Kansas State Bottlers Association’s 
51st annual convention at the Broadview Hotel in 
Wichita, Kansas, held on December 13, 14 and 15. 

Mr. Wright in addressing the bottlers indicated 
that the state board of health had three reasons 
for strict regulation governing the use of the new 
cyclamate compounds as a substitute for sugar in 
food and drink preparations. 

Most nutritionists according to Mr. Wright are 
not convinced that a simple low calorie diet such 
as is proposed by some who are using the new com- 
pounds, is the best control method for persons who 
are overweight. 

“In addition we believe,” said Mr. Wright, “that 
the user of the cyclamate will find himself unsatis- 
fied after he has taken a soft drink containing this 
artificial sweetener for the purpose of a “pickup”. 

As a third observation, he expressed fear that 
the psychotic eater, one who eats for the same 
reason some drink to excess, is likely to depend on 
the use of the new compounds to the extent that 
he may even injure his or her health. 

Wright said the official position of the Kansas 
State Board of Health is that, generally speaking, 
an item labeled in compliance with federal food 
and drug laws is satisfactorily labeled for sale in 
Kansas. Me went on to explain, “We take no excep- 
tion to foods sweetened with saccharine or similar 


Officers and directors of the 
Kansas State Bottlers Associa- 
tion chosen at their 5lst an- 
nual convention in Wichita, 
December 13 through 15, are 
left to right, front row: J. B. 
Christman, Topeka JC Bottling 
Co., Topeka, secretary-trea- 
surer, Mrs. Verla Nesbitt 
Pepsi-Cola Bottling Co., Sa- 
lina, vice president, and Carl 
Deppish, Coca-Cola Bottling 
Co., Junction City, president. 
Back row, left to right, Paul E. 
Berger, Dr. Pepper and Seven- 
Up Bottling Co., Salina, one- 
year term on board of direc- 
tors; J. G. Sutton, Nehi-Seven- 
Up Bottling Co., Topeka, hold- 
over member of the board of 
directors; Art McCash, Coca- 
Cola Bottling Co., Topeka, and 
Carl Wassenberg, Pepsi-Cola 
Bottling Co., Marysville, two- 
year terms on the board of 
directors. 


products if they are properly labeled to indicate 
their true nature and are marketed in a manner 
which will not lead to their general use.” 

The board of health, he said, does not approve 
of the use of sugar substitutes in reducing diets 
except under the direction of a physician. 

Edwin F. Wagner, owner of the Seven-Up Bot- 
tling Company, Madison, IIl., and representative of 
the A.B.C.B., put in a plea for more cooperation 
among bottlers through their state and national 
trade associations. 

“Few businessmen operate today behind an iron 
curtain,” Wagner said. “Most have learned by now 
there is more to be gained from sharing informa- 
tion than from hiding it.” He urged sharing of 
information on operations, market conditions and 
other common problems through trade associations. 

He urged bottlers in attendance to go out and 
get acquainted with their competitors and bring 
them into the A.B.C.B. organization. Membership 
in the organization, Wagner pointed out, would give 
them access to much valuable information includ- 
ing the booklet, ““A Guide to Sound Profit Planning,” 
a summary of a four day cost procedure conference 
for bottlers held in New York last February under 
direction of the firm of Stevenson, Jordan and Har- 
rison. 

Wagner said this booklet alone is worth more 
that the price of A.B.C.B. membership because it 
is an invaluable guide to cost analysis and planning 
of production, expansion and distribution. 

Also highly recommended was an A.B.C.B. out- 
line of how to conduct plant tours and open houses. 
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Wagner said this booklet tells how to entertain 
large groups, what information to give them, and 
how to answer the questions which they are likely 
to ask. 

Relying on his own experience in conjunction 
with a Business-Education day plant tour, Wagner 
said, “A well organized plant tour undoubtedly is 
the best public relations thing you can do locally. 
It will pay big dividends in good will and an under- 
standing of the soft drink industry.” 

He said many of the teachers who visited his 
plant during the B-E day program later asked per- 
mission to take their entire classes on a tour of 
the plant. 

Wagner told of A.B.C.B. efforts to keep retail 
grocers sold on soft drinks and their profit possi- 
bilities. He said a series of ads prepared for pub- 
lication in two national magazines for the retail 
grocery trade will be made available at cost to 
A.B.C.B. members for use in local publications 
slanted toward the retail grocer. 

Many food retailers are showing resistance to 
soft drinks because of problems with returnable 
bottles and the A.B.C.B. is launching a program to 
correct this situation, Wagner said. 

Obtaining and keeping good men is the number 
one problem in the bottling industry right now, 
Lee Price, Jr., of the Coca-Cola Company, Atlanta, 
Ga., told the convention. He said the answer was 
to be found in better human relations. 

The will to work can be fostered among employes, 
Price said, in four ways: First, let a man feel he 
has opportunity for advancement and that he is 
doing a job that is worthwhile. Second, make him 
feel that he is a member of a team. Third, make 
him feel that he has security on the job so if he 
wants to buy something for his home he can make 
a commitment knowing that he will have the earn- 
ing power to make the payments. Fourth, give him 
recognition. When he does a good job tell him 
about it. 

“In addition,” Price said, “the employer must 
inspire loyalty. To do that he must be the kind of 
man others respect. He must live according to the 
great principles all men aspire to. He must be the 
kind of man who knows how the chill fingers of 
poverty freeze the soul. He must understand the 
problems of the less fortunate and be willing to 
help them. He must believe in a government of law, 
not of men. And he must understand the American 
system of free enterprise well enough that he can 
explain it to his employes.” 

Ben Wells, St. Louis, vice president in charge of 
sales for the Seven-Up Company, described his con- 
ception of the kind of salesmen needed in the bot- 
Wells said, 


“is one who sells goods that won’t come back to 


tling industry. “The good salesman,” 
customers who will.” He said the “high pressure 
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ON YOUR DELIVERY ROUTES / 


Every day HERMAN Bottlers’ Bodies are reducing costs and 
raising profits. They can make money and save money for you 
too. Delivery cost sheets every day show HERMAN'S superiority. 


HERMAN puts more into a delivery body .. . it takes experi- 
ence ... production line facilities . . . 4nd special equip- 
ment to build these better bodies. HERMAN has them . . . they 
spell PROFITS for you. 


4400 CLAYTON AVE. 


ST. LOUIS 10, MO. 
FRanklin 5300 . 


s ‘ 
Or "0 
FINEST ai.steei, ALL-We? 
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Best for big loads 
in city traffic 





New INTERNATIONAL cab-forward RC-180 Series. GVW ratings, 
17,000 to 21,000 Ibs. 130-hp. Black Diamond 282 valve-in-head 
engine. 112, 130, 142, 154, and 172-inch wheelbases. 


INTERNATIONAL cab-forward trucks offer big advan- sales leader for 21 straight years, cut the entire cost of 

tages to haulers who move loads through today’s con- truck transport in traffic. 

gested streets. Your INTERNATIONAL dealer or branch will be glad to 

® Shorter overall length saves dock space, simplifies park- work with you to determine the INTERNATIONAL cab-for- 
ing in congested areas. ward model exactly right for your job. Call today and get 


. , : fuil f . Ti y $ arré 
@ Shorter turning radius gives them greater maneuvera- a Sa ree 


bility and easier turn-around in narrow streets and load- 
ing areas. 


AMERICA’S MOST COMPLETE TRUCK LINE 


170 basic models from 14-ton pickups to 90,000 Ibs. 
GVW off-highway models . .. including six-wheel, 


® Readily accessible engines, clutches and transmissions 
speed inspections and servicing, lower maintenance 


costs. 
four-wheel drive. cab-forward and multi-stop delivery 
INTERNATIONAL cab-forward models save driver time and types ... 29 engines from 100 to 356 hp., with widest 
energy ... reduce loading and unloading time . . . make choice of gasoline, LPG or diesel power . . . wheel- 


bases, transmissions and axle ratios for any need. . 


possible more deliveries per day. 
thousands of variations for exact job specialization. 


Their design features, plus the endurance and economy 
qualities that have made INTERNATIONAL the heavy-duty 


INTERNATIONAL HARVESTER COMPANY ¢ CHICAGO 





international Harvester Builds McCCORMICK® Farm Equipment and FARMALL® Tractors... Motor Trucks... Industrial Power. .. Refrigerators and Freezers 


Better. roads mean a better America 


Thiet TRUCKS 


Standard of the Highway 
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Pete” type is outdated and that the modern sales- 
man is the type of man who operates “with a cool 
head and a warm heart.” 

In order to be successful, according to Wells, the 
salesman must give the impression to the customer 
that “I like you.” 

The convention program also included an address 
on “State Highway Traffic Services” by Charles E. 
Schaefer, safety engineer for the Kansas State 
Highway Department, and a traffic safety film, “ 
Day In Court,” shown through courtesy of the In- 
ternational Harvester Company. 

Carl Deppish, Coca-Cola Bottling Company, 
Junction City, was elected as the new president of 
the state association. Mrs. Verla Nesbitt, Pepsi- 
Cola Bottling Company, Salina, was chosen as vice 
president. 

Paul E. Berger, Dr. Pepper and Seven-Up Bot- 
tling Company, Salina, was elected to a one-year 
term on the board of directors. Art McCash, Coca- 
Cola Bottling Company, Topeka, and Carl Wassen- 
berg, Pepsi-Cola Bottling Company, Marysville, 
were named to two-year terms on the board. 

Jack Going, Coca-Cola Bottling Company, Ottawa, 
was appointed chairman of the legislative commit- 
tee to serve with McCash, Berger, and J. B. Christ- 
man, secretary-treasurer of the state association. 

Next year’s convention will be held Dec. 12-13-14, 
with Hutchinson being the most likely site, direc- 
tors indicated. 


Kirsch Beverages Plans National 
No-Cal Sales Promotion 


Plans for a broad expansion program to promote 
the sale and marketing of No-Cal, sugar-free non- 
fattening soft drink, on a national scale have been 
announced by Morris Kirsch, president of Kirsch 
Beverages, Inc. of Brooklyn, N. Y. 

Mr. Kirsch has also announced the formation of 
a new Franchise Division with Kirsch Beverages, 
Inc., to be headed by Paul M. Mayer, who will be 
in charge of the nationwide sales campaign. 

The new expansion program was prompted by the 
sale and increased demand for No-Cal from calorie- 
conscious consumers throughout the country, accord- 
ing to Mr. Kirsch. Negotiations have already been 
completed for the award of franchises for the bot- 
tling of No-Cal in Florida and California. 

Mr. Mayer will assume the duties of manager in 
charge of the No-Cal Franchise Division with an 
extensive background in the carbonated, soft drink 
field. He was formerly general sales manager for 
the Pepsi-Cola Bottling Company in Chicago and 
also served in the same capacity in Washington, 
D. C. 

Mr. Mayer is also noted in the industry for his 
sales lectures and in addition he has authored many 
articles relating to the bottling industry, his most 
recent being “Markets are People.” 
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Can-A-Pop Building Huge 
Plant in California 


Covering nearly four acres with 75,000 square 
feet of floor space, the Can-A-Pop Beverage Co., 
Sheridan, Wyoming, new plant at Artesia and Ala- 
meda Streets in Compton, California, will be the 
largest soft drink cannery in the world, it is claimed 
by company officials. 

With an estimated cost of $1,250,000, this new 





This huge new plant now under construction in California 
will be the home of Can-A-Pop, the original carbonated 
soft drink available in flat-top cans. The plant has its own 
Southern Pacific railroad siding and is scheduled for 
operation early March, 1954. 





plant will have a capacity of 10 to 12 million cases 
a year to supply the tremendous demand for Can-A- 
Pop in the Southwest. The Can-A-Pop Company 
is the first to market soft drinks in flat top cans. 

According to the company announcement, the new 
plant is unique in that both building design and 
machinery have been especially designed and built 
for canning soft drink in flat cans. 

Can-A-Pop will. produce five flavors: grape, black 
cherry, orange, root beer and cola, which represent 
better than 95 per cent of the soft drinks sold. 
Other flavors may be added later to meet consumer 
demand. 

Company officials believe that the quality of their 
product, true flavors and the no-deposit feature 
have been responsible for the unprecedented sales 
records established wherever Can-A-Pop has been 


introduced. 


Sampling The Grocery Trade 

More than 2000 grocery and restaurant owners 
who came from all over the State of Illinois were 
entertained recently by the Chris Hoerr Wholesale 
Grocery Co. of Peoria. 

As part of the intensive sampling campaign con- 
ducted by Bubble Up in which the Bubble Up Cor- 
poration cooperates with its bottlers, Jack Vonachen, 
route supervisor of the Bubble Up Bottling Co. of 
Peoria, distributed approximately 50 cases of the 
beverage to the visiting grocers and restaurant 


operators. 
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year of its 24 years 
on the market! 





— *“Alf-Famtly Drink’ 








SO Ute... 
SO G00... 


So wholesome Jor 
everyone / 


THE SEVEN-UP COMPANY, St. Louis, Missouri 








Canadian Column... 





New Pepsi Cola Appointment 


Guy Bourgeois has been appointed 
as branch manager of the Ottawa 
branch of the Pepsi Cola Company of 
Canada Ltd., according to a recent 
announcement. 

Mr. Bourgeois joined the Pepsi Cola 
Co. in 1947 and has held several posi- 
tions in the sales division prior to his 
new appointment. 
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Canadian Ginger Ale in England 


Wallace Reyburn reports in his re- 
cent column in The Telegram Of To- 
ronto that a famous Canadian soft 
drink with the name of the country 
in its name is now on sale in London, 
but vendors admit that the sale of the 
product is slow. The English, accord- 
ing to Mr. Reyburn, like their own 
type of ginger ale, which is so gingery 





Print 
bottles! 


. GLENSHAW GIASS CO.., Inc. 
Glenshaw, Pa. 


it rattles your fillings. The Canadian 
manufacturers are embarking on a 
huge compaign to convince the English 
to switch to the milder type of Cana- 
dian ginger ale. 


Sussex Holds Management Meeting 


Sussex Ginger Ale Limited held a 
management meeting and luncheon at 
the Admiral Beatty Hotel in Saint 
John on September 9th. Those attend- 
ing were Harvey Murray, Managing 
Director, H. A. Fredericks, Secretary 
Treasurer, A. G. Neal, Sales Manager, 
J. W. Jones, Superintendent of Trans- 
portation, Walter Gray, General Sales 
Supervisor, D. E. Neal, Branch Man- 
ager Saint John, R. T. Black, Sales 
Supervior Saint John, G. G. Pitt, 
Branch Manager Fredericton, John 
Cooper, Sales Supervisor Fredericton, 
G. H. Kierstead, Branch Manager 
Moncton, Eric Keith, Sales Supervisor 
Moncton, R. C, Corbett, Branch Man- 
ager Halifax, G. Trider, Sales Super- 
visor Halifax, and H. Boutilier, Sales 
Supervisor Halifax. P. H. Pincombe 
Branch Manager Sussex was absent 
because of illness. 


Expand Bottling At 
Prince George, B. C. 

Hartley Fawcett and William Wal- 
ker, who now operate a successful ice 
cream business at Prince George, B.C., 
have opened a new carbonated bever- 
age bottling line for their bottling 
division. 

This operation is claimed to be the 
only bottling plant in the Prince 
George area which comprises 60,000 
square miles. The plant is currently 
bottling Orange Crush, Kik’s Cola, 
Gurd’s Ginger Ale, Mandalay Punch 


and special fruit flavors developed by — 


the firm. 
John Behun is superintendent of the 
bottling operation. 


Urge Carbonated Beverages 
For Better Health 

An easier alternative to the boiling 
of water for drinking purposes has 
been suggested by members of the 
maritime provinces section of the 
Canadian Bottlers of Carbonated Bev- 
erages Association. 

Bottlers have urged the consumption 


Bottled Soft Drinks 





%*% Now more than ever, the increased ten 
sions of modern living may hasten fatigue for doctor, lawyer, merchant, chiet ; 
housewife, nurse, and business girl. A prescription acceptable to all is a 
generous serving of complete relaxation, best encouraged by enjoymen’ of a 


S 


WIDESPREAD INTEREST IN 
PUBLICITY PROGRAMS 


As part of the public relations and promo- 
tion campaign conducted by the Canadian 
Bottlers of Carbonated Beverages, this ad- 
vertisement appeared in a recent issue of 
Health Magazine. It is significant that all 
members have been very enthusiastic 
about the work of the Public Relations 
Committee of the Association, recognizing 
the value of these programs in creating 
favorable public opinion. 


sparkling, zestful soft drink 





of carbonated beverages which are 
claimed to be completely safe from a 
health angle. 

According to the recent report, large 
quantities of the water used by the 
public in the provinces has not been 
officially and satisfactorily purified. It 
is believed that much of the illness 
contracted by both adults and children 
can be traced to consumption of con- 
taminated drinking water. 

It is also stressed that the distaste 
of children, particularly for boiled 
water which has a flat taste, can be 
overcome by the use of carbonated bev- 
erages. 


Safe Crackers Active in Canada 

Carbonated beverage factories and 
distribution depots have become spe- 
cial targets for thieves in the eastern 
provinces of Canada with special em- 
phasis on the cracking of safes and 
other money boxes. The heaviest in- 
dividual loss reported recently in- 
volved $1,000 in cash plus some per- 
sonal papers found in the safe of the 
Consumer Bottling Co. of Sydney, 
N. S. The company offered a reward 
of $300 but to date there have been 
no takers. 
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National Fruit Opens New 
Soft Drink Operation 
The National Fruit Co. Ltd. has set 

up a completely new soft drink bot- 
tling operation in its branch at Medi- 
cine Hat. The company enjoys an 
enviable position in the wholesale 
fresh fruit trade, and now plans to 
expand into the carbonated beverage 
field. 

The new Medicine Hat operation is 
under the direction of Albert Shuttle- 
worth who, of course, is thoroughly 
experienced in the soft drink field. 
Casey Valkenburg is general manager 
of all National Fruit operations in that 
territory. 

National Fruit’s new bottling plant 
represents an investment of $40,000. 
It occupies two floors and is completely 
equipped with washer, cooler, carbon- 
ater, filler and other modern bottling 
plant equipment. 


Pepsi-Cola of Canada Appoints 
New President 

The appointment of Frank W. Mc- 
Intosh as president and managing 
director of the Pepsi-Cola Company 
of Canada, Ltd. was announced by 
William B. Forsythe, chairman of the 
board. 

Mr. McIntosh succeeds David M. 
Chenoweth who will remain a member 
of the company’s board of directors. 
Mr. McIntosh was born and educated 
in Winnipeg and is a member of the 
Institute of Chartered Accountants of 





FRANK W. McINTOSH 
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Manitoba. He joined Pepsi-Cola in 
1939 and immediately prior to his 
present appointment was vice presi- 
dent and general sales manager. 


British Columbia Bottlers 
Elect New Officers 
British Columbia’s bottlers of car- 
bonated beverages re-elected all of 
their officers for a second term, at the 
annual meeting held at Vancouver. 


With the national convention of the 
Canadian Bottlers of Carbonated Bev- 
erages scheduled for Vancouver for 
March 8, 9 and 19, 1954, consider- 
able discussion developed at the meet- 
ing concerning program entertain- 
ment, hotel reservations and other re- 
lated problems. 


Joe Whitmore, chief executive of- 
ficer for the Canadian Bottlers of Car- 
bonated Beverages Association, was 
appointed chairman of a special com- 
mittee designated to develop a pro- 
gram for a flawless convention. 


David L. Gray, Seven-Up, Van- 
couver, Ltd. was elected president of 
the B. C. B. C. B. for a second term. 
Harold C. Perkins, executive officer in 
the Coca-Cola Vancouver operation, 
will continue as vice president and 
Walter R. Evans, who is secretary of 
the Canada Dry Vancouver organiza- 
tion will take office for a second term 
as secretary-treasurer of the B. C. B. 
C. B. 


Complete and total abolition of the 
special tax on soft drinks was again 
urged by the British Columbia asso- 
ciation. British Columbia bottlers have 
always resented the fact that they 
were singled out at the end of the 
war for a special tax on their own 
selling price. Because of the organ- 
ized effort to repeal this tax, the Fed- 
eral government, a year ago, cut the 
tax by half. 


This year, the British Columbia as- 
sociation appointed as regional direc- 
tors: Edward I. Irvine, William Wil- 
liamson, Will L. Drummond for the 
Vancouver area; Edward Brinkworth, 
Edward Turner and Phillip N. Gra- 
ham for Vancouver Island; Cyril Day, 
Mrs. Victor McCulloch, H. W. Logan 
and J. R. Gook as interior British 
Columbia directors. 


Bottling in Nova Scotia 

The long experience of the company 
in manufacturing carbonated bever- 
ages is being publicized by the Crystal 
Spring Ltd., Truro, N. S. Established 
in 1878, the company claims to be one 
of the oldest in Canada and one which 
has been in continuous operation since 
its founding. 

Distribution of Crystal Spring bev- 
erages is through the mainland of 
Nova Scotia and includes the islands 
of Cape Breton, Prince Edward, Mag- 
dalon. Flavors such as Crystal ginger 
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ale, cream soda, root beer, lime rickey, 
ginger beer are popular numbers with 
the company. The ginger beer is cur- 
rently bottled in jugs. 


Start Expansion At Niagara Dry 
Beverages Ltd. 

Construction will start during the 
latter part of January on a second 
story addition to the bottling plant of 
Niagara Dry Beverages Ltd., 198 
Catherine Street North, Ontario, it 
was announced by John Pappain, man- 
ager. 

The extra space will be used for 
storage facilities, according to Mr. 
Pappain, who also indicated that new 
machinery, the first of its kind in 
Hamilton, will be installed to double 
the capacity of the plant. 

It is estimated that the construction 
of this plant addition will cost approx- 
imately $17,000. 


Pepsi Cola Appointment 


W. E. Emerson has been appointed 
manager of national accounts and 
fountain sales department of Pepsi 
Cola Co. of Canada Ltd., Montreal. He 
joined the company in 1951 with a suc- 
cessful background of experience in 
the soft drink industry. He will make 
his headquarters in both Toronto and 
Montreal. 


Valley Beverages Ltd. 
Hold Open House 

Valley Beverages Limited, author- 
ized bottlers of Coca-Cola, under con- 
tract with Coca-Cola Limited held open 
house recently when they opened their 
new building on Dufferin Street, N.S. 
to a crowd of friends who carried their 
thirst with them, and which the hosts 
satisfied with all the Coke they wanted. 


N. S. Plant Busy 
Promoting “John Collins” 

The Jones Bottling Company, Wey- 
mouth, N. S., is giving top attention 
to “John Collins,” in addition to the 
distribution of the full line of Jones 
carbonated beverages, along the Bay 
of Fundy shore between Digby and 
Yarmouth, N. S. 


For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 


serves the 





CROWN 








ndet Crowns 


World 








COMPLELE SERVICE 


MUNDET DISTRICT OFFICES 


be NTA DALLAS 1 KANSAS CITY 7, MO. 
339-41 Po sor Street, N.E. 601 Second Avenue 1428 St. Lovis Avenue 
" TON DETROIT 21 *LOS ANGELES (Maywood) 
57 Regent othe. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 3! 
CHICAGO *HOUSTON 11 “MILWAUKEE 9 


6601 Supply Row 4834 N. 35th Street 


JACKSONVILLE 6, FLA. *NEW ORLEANS 16 


35 E. Wacker Drive 
CINCINNATI 2 





427 West 4th Street 800 E. Bay St. 315-325 N. Front Street 


*CROWNS CARRIED IN STOCK 





PHILADELPHIA 39 


*SAN FRANCISCO 7 
440 Brannan Street 


Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 


856 N. 48th Street 
ST. LOUIS 9 


76 Brannon Avenue 


*tn Canada: 





National Bottlers’ Gazette 
































All advertising and merchandising plans for the new drink, 
“Pony” are directed at the youth market. 





New Drink in Throw-Away Bottle 
Aimed At Children's Market 


“Pony,” a low-carbonated beverage, has recently 


made its debut as a drink especially designed for 
/ the “younger set”. Made in popular natural flavors, 
| the drink will be promoted as the “Big Drink in the 
| Little Bottle (a 7-oz. No-Deposit Throwaway ). 
| Chain-store executives are reported to have re- 
acted enthusiastically to the product, the “Pony” 
i bottle and its merchandising possibilities to the 
| children’s market. The Morrell-Foster Company of 
Glenside, Pa., has concentrated all plans on this 


specific market in the formulation of the drink, in 
its packaging and promotion. It will be marketed 
in the Philadelphia area by February, 1954 and 
franchises are now being awarded to bottlers 
throughout the eastern section of the United States. 
As quickly as possible, “Pony” will be distributed 
nationally on a franchise basis with supporting na- 
tional advertising. 
Initially, 
spots and newspaper advertising in the opening 







promotional plans include television 






markets directed toward selling the kids. 
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New Stacking Pallets 


A new type of stacking pallet, to be marketed 
under the name of Stak-Mor, has been introduced 
by the Stak-Mor Sales Co., 1931 Olive St., St. Louis. 


These pallets are claimed to increase storage 
space by as much as 200% and reduce materials 
handling by half. They permit stacking of crush- 
able items, heavy pieces and irregular sizes that 
are normally considered impossible to stack. Ex- 
tremely versatile, the custom-made pallets permit 
extensive variations of tiers to make maximum use 
of available storage space possible. Pallets are as- 
sembled and delivered complete with all necessary 
hardware attached. 





STACKING PALLETS 


Stak-Mor Stacking pallets permit many variations of tiers 
to permit the best use of available storage space. The 
unit shown has the vertical supports in position. 
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Announce Light, Sturdy Aluminum 
Wheel and Roller Conveyor 


The new portable gravity conveyor sections re- 
cently announced by The E. W. Buschman Co. offer 
outstanding advantages in light weight, yet rugged 
construction, easy handling and rust resistance, ac- 
cording to literature released by the firm. 


The aluminum sections are approximately half 
the weight of comparable steel ones of the same 
design and capacity and because they are avail- 
able in both wheel and roller sections, the convey- 
ors mate perfectly with existing steel conveyors. 


Fabricated of aluminum, the frames are special 
channel and bar alloys, reinforced with extra wide 
end plates and strong tubular cross braces. The 
aluminum wheels have the same density pattern 
as steel. All inner and outer bearing races and ball 
bearings are of hardened steel, protected by a dust 
shield and factory packed with lubricant. Coupling 
confusion and extra labor is eliminated because 
both ends of each section are identical. 


The new conveyor sections are available in stan- 
dard 5 to 10-foot straight sections and three 
widths, 12, 15, 18 inches wide overall. Portable 
curve sections are reversible for right or left hand 
turns, in the same widths and in 30, 45, 60 and 
90-degree turns. Each turn section is equipped 
with outer guard rail and center supporting leg. 


State Bottle and Beverage Dealers 
Supply Co. Announce Consolidation 


The State Bottle Company, Cleveland, Ohio, has 
announced the consolidation with the Beverage 
Dealers Supply Company and the transference of 
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IDEAL STORAGE UNIT FOR SMALL PARTS FILING 





For small-parts filing and storage in bottling plants and 
factories, the line of “See-Thru” drawer units now avail- 
able from General Industrial Co., Chicago, Ill. offers a 
group of crystal-clear, lifetime guaranteed plastic spill- 
proof drawers. Other “See-Thru” drawer units now in 
production include models ranging from 8 to 128 drawers, 
models with larger size or metal drawers, and portable 
models with carrying handles. More than 750 combina- 
tions, to suit the user's exact requirements in storing 
small parts, can be supplied. 





all operations to the offices of the State Bottle Co. 
at 2722 East 51 Street, Cleveland. 


This consolidation, according to the announce- 
ment made by S. M. Aidman of the State Bottle 
Co. will permit an expansion of customer services 
in supplying a complete line of new bottles, jars, 
caps and other new and used bottle needs. 


It is planned to retain all of the personnel of the 
Beverage Dealers Supply Co. in effectively serving 
all of the new and used bottle requirements of the 
industry. 


Sturdy Magnesium Yard Ramp 
Reduces Loading Time Hours 


The new Penco Magnesium Yard Ramp is a “mov- 
able loading dock” that meets the needs for a 
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mobile loading dock and requires only a one man 
operation to place it where and when it is needed 
for loading. 

Built of light-weight magnesium with raised dia- 
mond surface plate, the Penco Yard Ramp is rugged 
and sturdy and well designed for high-speed mate- 
rials handling with every degree of safety to oper- 
ators and equipment. 

The unit is available in two sizes, 60” and 70” 
wide, and in six capacities from 4,000 to 16,000 
pounds, with either Fixed Wheels or Hydraulic 
Lift and is adjustable within 38”-55” range. Curved 
side rail feature the entire length of the ramp on 
both sides. 

Designed to save manpower and loading time 
hours, the Penco Yard Ramp permits truck-loading 
and car-loading from ground level. It can be wheeled 
right up to a freight car, truck or trailer and load- 
ing or unloading operations can be started at once. 
This unit is claimed to eliminate additional im- 
movable dock facilities and annoying demurrage 
charges. 

Full information is available from Penco Engi- 
neering Co., San Francisco 11, California. 


NEW YARD RAMP... 





Sturdily-built of light-weight magnesium metal, this Penco 
Yard Ramp is rugged for years of useage and yet easily 
handled by one man for loading operations. 
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This all new Mobilift 4,000 pound capacity fork lift truck 
is currently in production at Mobilift Corporation plants 
in Portland, Oregon. Called the D-424, the unit at 24” load 
center incorporates design and engineering features that 
have been under-on-the-job tests by the company for 
several years. The D-424 is powered by a Chrysler 6- 
cylinder, 65 bhp industrial engine, with a power trans- 
mission system that is an exclusive engineering feature 
of this new model. Designed for easy operation and driver 
comfort, the unit features a steering mechanism with a 
combination ball bearing worm and nut type for shock- 
less, easy steering. The standard mast height is 83 inches 
with a lifting height of 108 inches. Optional masts and 
lifting heights are available. 





New Filling Machine Offers More 
Speed at Lower Cost. 

The Hope Machine Co., Philadelphia 14, Pa., has 
introduced a new filling machine, the Type 18A 
which incorporates every operational feature found 
desirable in filling viscous and liquid products. 

By elimination of the long unnecessary machine 
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table, increased speeds (up to 250 containers per 
minute) and reduced costs have been effected with- 
out sacrificing any time, reports the manufacturer. 
The operation of Hope’s Type 19A moves the 
containers from the infeed conveyor directly on 
to the rising table. After the “bottom up” filling 
occurs, the containers are moved immediately onto 
the discharge conveyor. This unique machine can 
be used for filling glass bottles, plastic bottles, tin 
cans and paper cups and offers accurate quantity 
adjustment from 1% fluid ounce to 32 ounces. 








FASTER HANDLING 


Available with a choice of five types of rubber steel or 
Durastan Resinoid wheels, the new Rapistan Wheel-Ezy 
hand truck has a beveled nose and a welded curved 
handle secured to the top of the frame. Manufactured by 
The Rapids-Standard Co., Inc., this model reduces the need 
for rocking stacked materials to introduce or remove the 
truck nose. 
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Novel Kates Regulator Controls 
Flow of Liquids 


An economical new flow rate regulator designed 
to control the flow of clear liquids and liquids con- 
taining light solids has been introduced by the W. A. 
Kates Co., 430 Waukegan Rd., Deerfield, Ill: 

This self-contained unit which is designated the 
Kates Type SA Regulator, the manufacturer reports 
will accurately regulate the flow of liquids and light 
suspensions, despite fluctuations in either inlet or 
outlet pressure. The unique down-flow design of 
the unit, specifically engineered to provide self- 
cleaning characteristics, prevents clogging and 
blocking by solids, and provides for complete drain- 
age of the regulator with drainage of the piping 
system. 

The Type SA Regulators are available in two 
constructions with steel casing and stainless trim 
and valves and with No. 316 stainless steel through- 
out. 


Announce New Cleaner for 
Water Softeners 


“Zeotone,”’ a special preparation now available 
in bulk quantities to clean and “tone up” the zeolite 
or resin bed in commercial or industrial water 
softeners, has been announced by Calgon, Ince. 

In addition to loosening iron deposits, silt and 
other material that becomes trapped in the softener 
bed, Zeotone contains a specially developed steriliz- 
ing agent, and also a rust inhibitor to protect the 
metal on contact with the salt solution, according 
to the announcement. 

For commercial or industrial use Zeotone is being 
made available in 100-lb. drums. No special precau- 
tions are needed in handling this new material, 
since it is harmless to the skin. 

Full details are contained in a specially prepared 
folder, ‘“Zeotone Cleans Water Softeners,” available 
upon request from Calgon, Inc., Hagan Building, 
Pittsburgh 30, Pa. 





New Coffee Concentrate Available 
For Distribution 


Dr. W. A. Heyman, president of the Heyman 
Process Corporation, has announced the availability 
for national distribution of his new quality control 
coffee concentrate. This concentrate is claimed to 
combine higher flavor concentration and true coffee 





DR. W. A. HEYMAN 


flavor without the use of preservatives, and is manu- 
factured especially for soft drink bottlers, extract 
manufacturers, fountains and vending machines, 
confectioners, ice cream and dairies. The concen- 
trate, according to the manufacturer, will not spoil 
at any temperate of storage and because of its extra 
strength can be used economically by manufacturers 
for all coffee flavoring in spite of the high cost of 
coffee. 

The offices and laboratories of the Heyman 
Process Corp. recently moved to larger quarters 
at 2954 Fulton Street, Brooklyn, N. Y. 
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New Magnesium Dock Board 
System Developed 


Combining the strength and lightness of mag- 
nesium, the new Perma-Docks, specifically designed 
for dock board loading systems and manufactured 
by Magline Inc. of Pinconning, Michigan, are 
claimed to be the first of their kind fabricated of 
magnesium. 

The units are easily raised and lowered by one 
man without the necessity of any power operated 
devices or counter balances. The recessed type of 
dock installation permits the dock board unit to 
self-adjust to truck level, and automatically com- 
pensates for truck spring deflection. The system 
requires no maintenance. 

An additional feature is the new Magliner safety 
curb, the design of which prevents power-truck 





The new magnesium Perma-Dock system developed by 
Magline Inc. saves approximately 65%, in initial installa- 
tion costs, according to surveys made by the company. 
Specifically designed for permanent installation on con- 
crete docks, the unit features great strength and lightness. 





wheels from colliding with the curb rail. Accord- 
ing to the company, this eliminates the single big- 
gest cause of power-truck tire damage encountered 
in handling operations. 


Light Weight Aluminum Belt Conveyor 
Announced by Rapistan 


Increased load capacity, handy belt pitch ad- 
justment, and price reductions were some of the 
new features of the redesigned Rapistan LS alumi- 
num belt conveyor introduced by The Rapids- 
Standard Co., Inc., Grand Rapids, Michigan. 

The new lightweight unit is more convenient 
to use, according to the company, and is adaptable 
to an even wider range of power boosting, stacking 
and loading jobs than previous models. Prices on 
this unit are from $30 to $100 lower than before. 

Load rating of some models has been stepped up 
considerably by using a % (rather than the former 
¥a) horsepower electric motor to power the belt. 
A % horse motor is also available, giving a wide 
range of capacities, belt speeds, voltages, etc. 

The Rapistan LS aluminum belt conveyor is man- 
ufactured in 10 and 16-inch widths and five lengths 
from 11 to 21 feet. Each model is perfectly balanced 
on free-rolling running gear so one man can easily 
roll it around the plant, yard or warehouse. 


Improved Sprocket Chains 
Offered by Chain Belt 


Designated as the R, RX, and RR, series, the 
Chain Belt Co. of Milwaukee has introduced an im- 
proved line of drive and conveyor sprocket chains. 
These replace and supplement a group of the most 
standard and popular sizes of the Rex Chabelco 
line of steel chains. The R and RX series are drive 
chains, and the RR conveyor. 

The improvement includes controlled material 
selection and heat treatment for the ultimate in 
wear resistance and strength; closer planned toler- 
ances; better finishes; easier assemble and disas- 
semble with lower price schedules in some cases. 
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The Rol!-On-Sealer measures, moistens and cuts tape in 
one quick, easy operation. Portable and well constructed 
of stainless steel, this carton sealing unit can be operated 
at any angle with elimination of tape waste. The rotatien 
of the tape through the machine automatically moistens 
the sealing side. Sufficient water for a whole roll of tape 
is stored in the unit. 





Portable Carton Sealer Saves Time 


The Roll-On-Sealer Co., Antioch, Ill., manufac- 
turers of sealing devices, has announced distribu- 
tion of their new portable Roll-On-Sealer especially 
designed for effective sealing of cartons. 

Recommended as an economical and faster way 
to seal containers, this unit weighs only 214 pounds, 
before loading and eliminates the need to carry 
heavy cartons to a stationary tape dispenser. 

Easy to operate, loading is achieved by simply 
removing the self-raising cover. Closing the cover 
automatically threads the tape. Because the design 
has been simplified, there are no gears, ratchets, 
motors or other intricate mechanisms to get out 
of order. 


National Cylinder Gas Has 
Diversified Activities 

Take carbon dioxide, water, flavoring and sweet 
syrup, mix together, and you get a bubbling soft 
drink. But take one part CO2 and hundreds of prod- 
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ucts and services, such as welding equipment, food 
and chemical processing machines, hospital piping 
systems, oil well casing perforation, combustion 
catalysts, steel forgings, to name a few, and you have 
National Cylinder Gas Company. 

Primarily known in the bottling trade as a man- 
ufacturer of COz, National Cylinder actually is a 
highly-diversified corporation serving virtually 
every industry. 

Along with these various activities, the company 
has been able to expand and improve its carbon di- 
oxide business. National Cylinder now has combined 
COe and dry ice outlets in Akron, Cincinnati, Cleve- 
land, Columbus, Youngstown and Mansfield, Ohio; 
Dallas, Fort Worth, Houston, San Antonio, and Har- 
lingen, Texas; Terre Haute, Indianapolis, and 
Evansville, Indiana; Los Angeles and San Francisco, 
California; Tulsa and Oklahoma City, Oklahoma; 
Erie and Pittsburgh, Pennsylvania; Chicago, Illin- 
ois; and Wheeling, West Virginia. In addition, the 
company has a COe supply system at Buffalo, New 
York. 


Permutit Expands Production Facilities 


The Permutit Co., New York, makers of all types 
of industrial and commercial water conditioning 
equipment and ion exchange resins, is building a 
modern metal-working plant at Lancaster, Pa. 





With the foundations in and most of the steel-work in- 
stalled, completion of the new Permutit metal-working 
plant at Lancaster, Pa. is scheduled for the spring of 1954. 
The consolidation at Lancaster of two similar activities 
in plants at Brooklyn, N. Y. and Philadelphia, Pa., will 
effect substantial economies. 








© One Name 








The new plant, estimated to cost about $750,000, 
will occupy 2 acres on a site of approximately 30 
acres and is expected to be ready for occupancy by 
the spring of 1954. 

“This expansion move is the result of long-range 
planning and careful analysis of our present and 
future production facilities,” said H. W. Foulds, 
president, in announcing the company program. 

Continuing he stated, “ we expect to vacate the 
Brooklyn, N. Y., plant early in 1954 and transfer 
all of the equipment, augmented by new production 
apparatus to the new location as soon as possible. 
Later in the year, the manufacture ‘of Simplex 
Valve & Meter Company products, now produced 
in Philadelphia, Pa., will also be transferred to 
Lancaster. Neither the main executive and sales 
office at New York, nor the manufacturing plant 
at Birmingham, N. J., will be affected by this ex- 
pansion move. Our long-range plan provides for the 
full and continued use of. the Birmingham prop- 
erty.” 

The new plant will be modern in design, with all 
facilities on one floor. It will permit the company 
to provide better service and give closer attention 
to the needs of the customers. 


Willams A. Hoffman, Inc. Organized to 
Import Essential Oils and Flavors 


William A. Hoffman, Inc. has been organized to 
supply the American food, perfume and soap in- 
dustries with a source of supply of quality essen- 
tial oils, flavors and aromatic chemicals, according 
to a recent announcement by Dr. William A. Hoff- 
man, president of the company. 

The newly-formed company now has exclusive 
representation and distributorship of the following 
top-ranking European houses: Adrian & Cie, Mar- 
seille, France; Societe Extraits T. Noirot, Nancy, 
France; Riedel-De-Haen Antiengesellschaft, Ham- 
burg, Germany; Filippo Sergi & Co., Reggio Cala- 
bria, Italy; Establissements Malvoisin Macon, 


Macon, France. 
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OAKITE SERVICE REPS MEET FOR ANNUAL 
TECHNICAL-SALES CONFERENCE 


_ Field service representative of Oakite Products, Inc., man- 


ufacturers of specialized industrial cleaning and related 
materials, are shown as they gathered for the third of a 
series of regional technical-sales conferences at the Hotel 
Roosevelt in New York City on December 7, 8 and 9. 
The men, from the company’s Cleveland, Southern, New 
England, Philadelphia and New York and Metropolitan 
divisions, discussed new materials and methods to help 
industry keep costs down while solving complicated pro- 
duction and maintenance cleaning problems. 





Record Sales Levels Achieved 
by Continental Can 


General Lucius D. Clay, chairman of the board 
of the Continental Can Company has announced 
that sales and earnings, both before and after in- 
come taxes, were at record levels for the nine 
months’ period ending September 30, 1953. 

Net sales of $427,741,424 for the nine months 
were 17% higher than those for the first nine 
months of 1952, when they amounted to $364,834,- 
420. Income and excess profits taxes for the period 
totaled $18,534,000 compared with $10,805,243 for 
the first nine months of 1952. 

Sales of $185,396,000 and earnings before income 
taxes of $16,228,636, for the third quarter ended 
September 30, 1953, were also reported to be at 
record levels by General Clay. 











“CUSTOM-BUILT” . . . to meet your needs ! 


Bottle washing problems differ. That’s why NIAGARAS 
are “custom-made” , .. with over 20 years of specialized 
experience in bottle-washing requirements. . . . There’s 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 













One Bottle 
One Qualit 
C y | Expertly designed and engineered. Can handle any size from 4 oz. 
ito 5 gallons. No jets to clog, solution renovator filters water 
Ten APL ES |every few minutes and discharges contamination. Two com- 
| partment; makes its own rinse pressure; saves water. Completely 


| welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


| 225-27 FIRST STREET TOLEDO 5, OHIO 









Unprecedented 
Bottler PROFITS 


©0-SO GRAPE COMPANY 


1015 Sc. Washington St. PEORIA, ILL. 
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New Blue Seal Handbook 
Solves Technical Problems 


The soft drink bottler who may have been forced 
by circumstances to be a “one man team” attempt- 
ing to solve his technical and marketing problems 
by himself will welcome a new manual just pub- 
lished by the Blue Seal Extract Co. of Cambridge, 
Mass. Entitled “Beverage Flavor Handbook and 
Catalog,” the new manual answers every conceiv- 
able question of a technical nature—from “when 
is an extract better to use than an emulsion,” to 
“how much sugar must be added to raise the Baumé 
of a given sugar syrup to a specified point.” An 
entirely new graphic method of problem solving 
saves plenty of time and costly experiment; it was 
developed by Eugene A. Morgan, president of Blue 
Seal, over a period of years of statistical study. 
Nine full-page graphs in two colors comprise the 
heart of the technical section of the catalog. A 
preface to the graphs shows the reader who is 
unfamiliar with graphs how to read them without 
difficulty. 

The section covering the new graphic method 
of problem solving is preceded by a complete ex- 





EUGENE A. MORGAN 





planation of what flavors are composed of, when 
certain flavors should be used and why. A veritable 
encyclopedia of flavor secrets is disclosed in lay- 
man’s language. 

In addition, the Handbook contains a “flavor 
selection guide’ recommending the best type, form 
and strength of flavors to use in the production of 
16 basic beverages, covering the complete range of 
soft drink categories popular in the United States 
and foreign countries. By using this guide, the 
bottler learns to make sound decisions affecting 
both the acceptance of his beverages and his profit 
margin. 

Many tested new flavors, including a group of 
true fruit flavors heretofore considered “impos- 
sible’, are announced in the catalog section of the 
Handbook. This section, as well as the technical 
sections, is profusely illustrated. 

In addition to detailed description of each flavor 
base in the line of “Blue Seal Prize Flavors”, the 
bottler is given advertising copy ideas proven valu- 
able in increasing sales. Hints are given through- 
out the catalog section of the Handbook which help 
the bottler achieve a better finished beverage with 
the particular flavor base cited. The bottling for- 
mula and yield in finished beverage for each product 
are shown in useful table form in the back of the 
Handbook. 

Requests for copies of the new handbook should 
be addressed to: Blue Seal Extract Co., Inc., Dept. 
B, 13 Windsor Street, Cambridge, Mass. 


New Bofttlers Brochure 
Issued by Hyster 


“Palletized Case Loading’ 
brochure of lift trucks in the bottling industry, 


is the name of a new 


now issued and available from the Hyster Com- 
pany. The new booklet accents higher profits in 
the use of the pallet systems and fork lift trucks 
in the bottling industry. Actual case studies and 
on-the-scene illustrations are featured. 

Copies of this informative booklet may be ob- 
tained from any Hyster dealer, or by writing di- 
rectly to the Hyster Co., Portland, Oregon. 
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PARTIAL LIST OF DISTRIBUTORS: 


Rochester, N. Y. 
Pittsburgh, Pa. 
Philadelphia, Pa. 
Buffalo, N. Y. 
Alameda, Cal. 
Baltimore, Md. 


Cramer-Force Company 
Standard Box Company 
Treen Box Company 
Union Paper & Twine Co. 
Edgewater Sales Org. 
Acme Box Co. 
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.-.- PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 
/ The rugged construction of FIBERLOX Partitions 


assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 


Write today for complete information. 


_, PAPERBOARD PRODUCTS, Inc. 


PORTLAND 2, MAINE 














New Bulletin Describes Short, 
Double-end Washer 

A new, 2-color, 8-page bulletin describes a short, 
double-end bottle washer that handles quarts, pints 
and splits at rates to 240 bottles per minute. The 
Machine has practically all parts requiring service 
on the outside for easy access in maintenance. Ex- 
terior views are supplemented by numerous illus- 
trations of important features of the washer. The 
center spread features a colored line drawing that 
portrays the entire wash and rinse cycle with a 
complete description of each step. Complete speci- 
fications and dimensions are tabulated and specified 
with a line drawing. 

Copies of Bulletin G-490 describing Model SDQ 
Double-end Bottle Washer may be obtained by writ- 
ing to Cherry-Burrell Corp., Chicago 6, Ill. 


Offer New Centrifugal Pump Catalog 

The Tri-Clover Machine Co. of Kenosha, Wis., 
has announced the distribution of a new catalog 
covering their manufacture of stainless steel centri- 
fugal pumps. This new Catalog No. 253, is one of 
the most valuable aids to the proper selection and 
application of corrosion-resistant pumps ever of- 
fered. Complete with engineering data, performance 
curves, capacity charts, seal applications, etc., the 
catalog is the result of years of practical experience 
in pump application. 

The Tri-Clover pumps described in the catalog 
will handle any liquid that will flow to them and 
are, according to the manufacturer, designed to 
give efficient service at low maintenance cost. The 
stainless steel pumps feature an exclusive casing 
construction which permits fast, easy pump assem- 
bly and disassembly. They have patented screw type 
impellers with fast releasing impeller clips and 
lightweight heads with a minimum of parts. All 
of the pumps have fast, non-clogging centrifugal 
action with special seals for practically every re- 
quirement. 

Additional information and copies of the catalog 
may be obtained by writing to the Tri-Clover Ma- 
chine Co., Kenosha, Wisconsin. 
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Labels and crowns available for sugar-free beverages. 
Quinine Water—! Oz. Crowns available for Quinine. @ 


—\9 Full we also feature the complete Conron line. 


ine of Soda Water Flavors. Write for Samples & Prices 
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New Appointments 
At Knox Glass Bottie Co. 


C. R. Deible was elected executive vice president 
of the Knox Glass Bottle Co., Knox, Pa., and Knox 
Glass Bottle Co., Jackson, Miss., on December 1, 
1953, according to a recent company announcement. 
He was also designated as chief executive officer 
of all the companies in the Knox group. 

Mr. Deible has been associated with the Kn‘ox 
companies in various capacities, principally opera- 
tional, since 1931. He is a graduate of Carnegie 
Institute of Technology School of Engineering. 

The company has also announced that John H. 
Stone, Jr., of Jackson, Miss., an engineering grad- 
uate of Mississippi State will continue in his ca- 
pacity as general superintendent of all plants in the 
Knox chain. 

C. Horton Smith was elected Senior Vice Presi- 
dent and H. B. DeViney Vice President of Knox 
Glass Bottle Company of Jackson, Mississippi, at 
the same time. For the past 18 years C. Horton 
Smith has been the sales representative at New 
Orleans for that company. H. B. DeViney, who 
has also been associated with the same company as 
General Sales Manager for 19 years, will remain 
in that capacity with offices at Jackson, Mississippi. 
Divisional sales managers at that address are: W. J. 
Henderson, S. L. Morgan, and A. C. Stringer. 

C. L. Rossman, who joined Knox in 1926, will con- 
tinue as General Sales Manager for Knox Glass 
Associates, Inc., Knox, Pennsylvania, directing sales 





Left to right: C. R. Deible, C. Horton Smith, 
and H. B. Deviney. 























DELIGHTS EVERYONE! 


5 STAR Half Lime and Lemon is a 
tangy, tasty, thirst-quenching blend 
that will appeal to your customers. 
Send for a free sample and let 5 STAR 
Half Lime and Lemon prove itself. 








QUININE A hit everywhere! 
WATER Write for samples. 


half 
LIME 
LEMON Broug 








BOTTLERS SUPPLY CO. 
3359 St. Clair Ave , Cleveland, 0. 
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for plants located at Knox, Pennsylvania; Marien- 
ville, Pennsylvania; Parker, Pennsylvania; and Gas 
City, Indiana. Divisional sales managers with offices 
locating at Knox, Pennsylvania, are J. T. Helsel, 
H. L. Kaness, and W. F McCall 


New Sales Representative for 
van Ameringen-Haebler 


Van Ameringen-Haebler, Inc., New York, manu- 
facturers of Alva flavors, has announced the ap- 
pointment of William P. Mann as sales representa- 
tive to serve flavor users in the midwest area. Mr. 
Mann, an assistant registered pharmacist from the 
State of Illinois, has a broad background in tech- 
nical training in the flavor field and will call on 
users of flavoring materials in the food, beverage, 
dairy and pharmaceutical fields. 


Hires Transfers Healey to West Coast 


Frank A. Healey, who was brought East by The 
Charles E. Hires Co., Philadelphia 3, Pa., to serve 





R. A. KANE 


F. A. HEALEY 





as Eastern division sales manager, has been reas- 
signed to the West Coast as district manager. 

Mr. Healey, who has done an outstanding job in 
the East, requested the reassignment because of his 
preference to live and work on the West Coast. 

R. A. Kane, well known for his activities as East- 
ern Division Sales Manager, Franchise Division, has 
returned to that post after serving as Hires Com- 


NAMES IN THE NEWS 





pany plant manager in Newark, N. J., where he did 
an excellent job in sales and organization. 

Mr. Kane was requested to take over his old Fran- 
chise Division position due to the transfer of Mr. 
Healey to California. 


Standard Knapp Announces 
Personnel Changes 


Changes in the duties of sales department per- 
sonnel have been announced by Standard-Knapp, 
Division of Emhart Mfg. Co., Portland, Conn., man- 
ufacturers of automatic packaging machinery. The 
changes are effective January 1, 1954. 

Leonard D. Kniffin, Jr. has been promoted to As- 
sistant General Sales Manager with headquarters 
at Portland and A. L. Mix, formerly of the Cleve- 
land office, will be transferred to a newly-organ- 
ized territory comprising Southeastern Michigan 
and Northwestern Ohio with headquarters in Dear- 
born, Michigan. 

S. W. Capper, formerly with the St. Louis office, 
has been promoted to district manager for the At- 
lanta area and D. G. Kobick has been promoted to 
Cleveland district manager. D. S. MacCallum, of the 
Chicago office, will head the Batavia, New York 
office, replacing D S. Shields who takes over the 
New York City district. 

Clay Willingham, formerly of U. S. Automatic 
Box Machinery Co., has joined Standard-Knapp’s 
St. Louis office as sales engineer. 


Jess E. Lewis Joins Consolidated Cork 
Frederick K. Heyman, president of the Consoli- 
dated Cork Corp., Brooklyn, N. Y., manufacturers 
of crowns, has announced the appointment of Jess 
I. Lewis who will make his headquarters in Jack- 














Setting the Standard 
Since 1880 . 


dependable CARAMEL coloring 


by SETHNES 


“a little goes a long way” 
Your customers, through experience, have learned that they can depend upon you 
for product excellence. We are proud of the fact that Sethness, too, has earned a 
reputation for unsurpassed quality and dependability. Our pledge to you is to 
continue bringing you the brilliantly clear, free-flowing, acid-proof Caramel 
Coloring that has made the name, Sethness, mean uniform, dependable Caramel. 


Sethncss PRODUCTS COMPANY 1320, '%,2'ition Steet, chicane 22, 1. 
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son, Miss., and will work in the states of Mississippi, 
Arkansas and Louisiana. 


Mr. Lewis started his career working as a pro- 
duction executive with the Western Coca-Cola Bot- 
tling Co., with headquarters in Chicago. After two 
years he was transferred to the marketing depart- 
ment of the company as Marketing Representative. 
He was retained in this capacity after the Coca-Cola 
Company purchased the Parent Bottling Company 
and the Western Coca-Cola Bottling Co. His work 
as Marketing Representative continued until his 
retirement on November 1, 1953. 


Lamson Corp., Appoints F. R. Schulz 


F. R. Schulz has been appointed field engineer 
in the Detroit area by the Lamson Corporation, 
Syracuse, N. Y. In this capacity, Mr. Schulz will 
handle the sale of all Lamson’s products which 
include airtubes, conveyors, pallet loaders and 
blowers. His office will be located at Room 209, 8544 
Grand River Ave., Detroit 4, Mich. 

Mr. Schulz has had many years experience, as 
he was formerly associated with Mechanical Hand- 
ling Company and Palmer-Bee Company, both of 
Detroit. 
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On Hand forImmediate Delivery 


Dixies, Model C & F. 

. Liquid 12 spout Filler. 

Cem 20 spout Filler. 

Liquid 32 spout. 

Cemeco 40 spout (2). 

Cem 12 head Mixer (2). 

. Liquid 15 head Mixer. 

. Miller Kendall 8 head Mixer. 

. Liquid Carbonators, 200-300- 
500-800-1000 GPH. 

10. Cem Saturators, 250-500-1000- 

2000 GPH. 


Cent auhaonbw~ 


11. D & L 8 wide — 6 wide. 
12. Meyer Dumore, 8-12-16 wide. 
13. Michael Yundt, 2-16 wide. 


1-24 wide. 
14. Heil, 8 wide — 12 wide. 
15. Mojonnier BuMe Cooler, 


1000 GPH. 
16. Mojonnier Carbocoolers, 
1-275-1500 CPH. 


18. Temprite, 200 GPH. 

19. Fiiter, sand & carbon — 
up to 84” diameter. 

20. S.S. Tanks and Syrup Filters 
of all sizes. 

21. Filter Media of all types. 


BUCKNER EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 
Dept.MB 3024 S. Wabash Ave. Chicago 16, Ill. 





Phone DAnube 6-1344 


17. G.E. Cooler, s.s. unit. 300 CPH. 





New Manager of Franchise 
Division for White Rock 


W. Mack Randall, a poineer of the soft drink ( 
industry, has joined the White Rock Corp. in the 
capacity of the manager of the Franchise Division, 
according to a recent announcement made by Alfred 
Y. Morgan, president of the company. 

Prior to his appointment by White Rock, Mr. 
Randall was associated with Dr. Pepper for 23 
years, beginning in the production department and 
progressing through route selling to Middle Western 
Regional Sales Manager. He was ultimately ap- 
pointed to National Manager of the Franchise De- 
partment. 


Lewis-Shepard Products Names New 
District Sales Manager 


Lewis-Shepard Products, Inc., manufacturers of 
materials handling equipment, Watertown, Mass., 
announced the appointment of Thomas M. Murphy 
as District Sales Manager of the industrial area 
surrounding Chicago. 
Mr. Murphy has been with Lewis-Shepard for 
seven years and since 1952 has been manager of the 
Chicago sales office. He will assume his new duties 
immediately and maintain his office at 8844 W. 47th 
Street, Lyons, IIl. 


America's Fastest Growing 
Sugar-Free” 
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Bottlers!—Here's your oppor- 
tunity to get in on “SUGAR- 
FREE'' profits! Lo-Calis 
launching a concentrated ad- 
vertising and marketing 
program designed to make it 
the leader in its field. Here's 
an opportunity to make your 
line complete! Write today for 
franchise information — no 
obligation of course. 


@ 8-Flavors! 
@ Non-Fattening ! 
@ No Deposit Bottles ! 


371 East 160th Street 
New York 56, N. Y. 
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Armstrong Names New Manager 





P. S. HOLMQUEST 





sure Division of the Armstrong Cork Co., it was 
announced by R. H. Hetzel, general sales manager 
of the division. Mr. Holmquest succeeds H. Clayton 
Seaman, Jr., who died December 19. He has been 
acting manager of the department during Mr. Sea- 
man’s illness. 

Mr. Holmquest, who formerly was assistant man- 
ager of the department, has been a member of the 
Armstrong Glass and Closure sales organization 
since 1937. He is a graduate of Indiana University. 


Name "Mr. Dr. Pepper of 1953" 

Lester P. Helm of Birmingham, Ala., has been 
named “Mr. Dr. Pepper of 1953,” by the Dr. Pepper 
Company at its annual zone managers meeting in 
Dallas. 

Mr. Helm, zone manager for the Alabama and 
Tennessee area, earned this highest honor- for 
achieving the greatest rate of sales increase of the 
company’s 14 zones. 

The reward, 25 shares of Dr. Pepper stock, was 
presented by the company’s vice president and 
general sales manager, W. W. Clements. Mr. Helm’s 
name was also engraved on a giant plaque which 
hangs in an honored position at the company’s 
national headquarters in Dallas. 

Other division winners were Mr. Lyman H. Kemp- 
ton, of Richmond, Va., in the eastern division, and 
Mr. Bernard H. Combs, of Houston, in the western 


division. 


Berghausen Announces Retirement Plans 

At the Board of Directors meeting of The E. 
Berghausen Chemical Co., Cincinnati, Ohio, Alfred 
Berghausen, Sr., announced his intention of retir- 
ing from active business participation in the com- 
pany effective December 31. 

Alfred Berghausen, Jr. was elected president of 
the company with Charles S. Bender, vice president 
and Henry E. Schmidt, secretary. 
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P. S. Holmquest has been named manager of the | 
Glass Container Department of the Glass and Clo- | 
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SCHWEPPES 


Quality and quantity label application presented no 
problem to Pepsi Cola Metropolitan Bottling Co. of Long 
Island City when they launched Schweppes Quinine 
Water on the American market. 


This triple Tandem provides both — fine quality labeling, 
ample capacity — plus the added assurance and economy 
of uninterrupted production. 


The Tandem Labeler applies body labels, neck labels, and 
foil whenever desired, simultaneously and at full bottling line 
production at all times. When demand expands additional 
Tandem units are readily added. When any one Tandem unit 
is shut down for inspection or service, the others 

take the full load. No traffic jams, 
no production losses. 


that is why 
wherever good 


beverages are N : EC 


bottl | 
ottled aD \ MACHINERY COMPANY 
THE TRE 












Atlanta Paper Appoints 
New Ad Manager 


The appointment of Robert L. Gerson as adver- 
tising manager of the Atlanta Paper Company, At- 
lanta, has been announced by Arthur Harris, presi- 
dent of the company. 

Mr. Gerson formerly served as a member of the 





ROBERT L. GERSON 





sales department and later was appointed to the 
position of sales promotion manager of broadcast- 
ing stations WSB and WSB-TV, Atlanta. He is a 
graduate of Emory University and is also a director 
of the Atlanta Junior Chamber of Commerce and 
U. S. Representative on the Public Relations Com- 
mission of the Junior Chamber International. 









COAGULANT REACTOR 


Warner-Jenkinson Appoints 
New Sales Representatives 


The Warner-Jenkinson Mfg. Co., St. Louis, in 
keeping with its program of expansion, has ap- 
pointed its sixth additional sales representative 
during 1953, Newton A. Burkess. 

Mr. Burgess will cover the City of New York 
and the states of Maryland, Delaware and New. 
Jersey. 

The company has also announced that Oliver W. 
Hickel, Jr., has been elected secretary by its Board 
of Directors. This appointment became effective 
November 15. In addition to his new function as 
secretary, Mr. Hickel will retain his title and duties 
as sales manager of the firm. 


New District Manager for 
Hire's Franchise Division 


The Charles E. Hires Co., Philadelphia 3, Pa., has 
announced the appointment of John J. Oates as dis- 
drict manager of the Franchise Division, in Florida, 
Georgia and South Carolina, with headquarters in 
West Palm Beach. 

Mr. Oates began his career with Hires in the com- 
pany laboratory and was subsequently appointed as 
technical supervisor for the Control Division. In 
this capacity he traveled throughout the United 






FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 


gua Matic 





J.J. OATES 





States, assisting Hires Bottlers with their technical 


problems and the maintenance of rigid quality stand- 


ards. 


Last year, Mr. Oates was transferred into the 
Franchise Division and has been a sales representa- 
tive until his recent appointment. 


Arthur G. Linde To Join Givaudan 


Hans P. Kessler, sales manager, has announced 
the addition to the sales staff of Givaudan Flavors, 
Inc., of Arthur G. Linde, who will handle accounts 
in the New York-New Jersey area. 

Mr. Linde has been associated with the aromatic 


chemical, essential oil and flavor industry for the 


past eight years. 














OUTSTANDING FEATURES 


. Thorough Mixing. 

Long Reaction Time. 

. Unhurried, Positive Flocculation. 

. Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths. 

. Sterilization Accomplished After Floc Has 
Combined with Organic Matter. 

. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting. 

. Full Automatic Controls, including Slurry 
Removal. 











The NON-FRANCHISED 
bottler who has been “skat- 
finds’ the 
going SAFE. when he signs up with SUN 
SPOT. This fact. so widely known in he 
industry. proves our plan is correct. A 
SUN SPOT Franchise can quickly make 
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Write for this Deseniptive Catalog 


Details on the complete line of A uaMatic products 
are covered in the 20-page catalog ‘Water Treat- 
ing Equipment’. Write us for a copy. 


AUTOMATIC rome: Sortenzr 


CORPORATION 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS | 


you the dominant orange bottler in your 










area. Write for samples and details today. 


SUN SPOT COMPANY OF AMERICA 


Home Office: 1500 RIDGELY ST., BALTO. 30, MD. 











COMPANY 


CHICAGO 5, ILLINOIS 


AMERICAN 


831 SO. WABASH AVENUE 
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Dostal & Lowey Co. 


The Dostal & Lowey Co. of Menomonee Falls, 
Wis., manufacturers of bottle washing equipment, 
has named George F. Stone to the position of Sales 
Manager. 

Mr. Stone, who comes to Dostal & Lowey with an 
extensive background of experience in the bottling 
industry, was formerly associated with the Crown 
Cork & Seal Company and has traveled in all parts 
of the United States, Caribbean Islands, Central 
and South America, working closely with the prob- 
lems of beverage plant operators. He assumed his 
new position January 1, 1954, and will work out 
of the Menomonee Falls office. 


H. Clayton Seaman, Jr. Dies 


H. Clayton Seaman, Jr., manager of Glass Con- 
tainer Sales for the Armstrong Cork Co., died 
December 19 at his home in Peapack, N. J., after 
a long illness. He was 56. 

The Armstrong executive had been a pioneer in 
the plastic closure business, in recent years he was 
active in the affairs of the Glass Container Manu- 
facturers’ Institute, and he was well known in the 
packaging field generally. 

Mr. Seaman joined the Armstrong organization 
in 1931 as a closure salesman in the New York 
office. In 1939 he became manager of Glass Con- 
tainer Sales in New York. Two years later he was 
transferred to the Company’s General Offices at 
Lancaster, Pa., as manager of Glass Container Sales 
for the firm. 


William F. Cox 

William F. Cox, founder and president of the 
Orange Smile Sirup Co., St. Louis, Missouri, died 
at the age of 72 years at his home in suburban 
Webster Groves on December 19, 1953. He is sur- 
vived by a daughter, Mrs. Martha Cox Jackson, and 
two grandchildren, Diana and Edward, and a sister 
Mrs. L. Beard of Kansas City, Mo. 
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GREEN RIVER CORPORATION 


1926 W. 18th Street Chicago, Ill. 
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W. F. COX 


Mr. Cox, who spent his entire lifetime in the 
beverage business, founded and established the 
Orange Smile Sirup Co. in St. Louis in 1913, after 
operating a bottling plant in Wichita, Kansas. Under 
his guidance, many of the most outstanding ad- 
vances in the beverage flavor business were achieved, 
for which he and the company received national 
recognition. 

Among many of the developments for which the 
company won acclaim was the pioneering in the 
development and perfecting of the use of California 
Oranges and Lemons in carbonated beverages, at 
a time when only imported oils were being used. 
Another first was the development and introduction 
of a cloudy Orange Beverage. 

Mr. Cox had many friends throughout the indus- 
try, being one of the oldest exhibitors at the A.B.C.B. 
National Convention. He was formerly President 
of the St. Louis Bottlers’ Association. 

Mrs. Martha Cox Jackson, the daughter, has been 
elected president to succeed her father; Mrs. Clara 
A. Figi, who has been associated with Mr. Cox for 
34 years will be secretary-treasurer. 


Robert Gair Appoints Homer G. Murphy 
Chicago Plant Sales Manager 


J. C. Hendricks, general sales manager, Folding 
Cartons Division, Robert Gair Company, Inc., New 


90 YEARS OF EXPERIENCE & CONTINUING SERVICE 
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For more than 20 years a reliable 
source of supply for precision- 
made... handsomely 
lithographed 
CROWNS for the 
bottling industry. 


PENN 


CORK & CLOSURES, INC. 
1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 
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manufacture 
Screw caps 
from 18mm 
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York, has announced the appointment of Homer G. 
Murphy as Chicago plant sales manager, American 
Coating Mills Division, Chicago, IIl. 

Mr. Murphy joined the company in 1946 and after 
a year’s training program in sales and production 
he was assigned to the sales force at the Chicago 
plant. In December 1948, he was appointed as an 
assistant to the vice president and general sales 
manager. In 1950 he was assigned as Chicago Branch 
sales manager in which capacity he served until 
Chicago sales manager 


being appointed plant 


November Ist. 


90" 


ANNIVERSARY 


CINCINNATI 32, OHIO 






Sales Techniques 
Stressed at 
Massachusetts Meeting 


Dresrrrs the eight inches of snow and freezing 
temperatures, more than 300 New England bottlers 
and supplymen gatiered at the Hotel Statler in 
Boston, January 11 and 12, to mark the 37th An- 
nual Convention of the Massachusetts Bottlers of 





THE BIG BRASS — OFFICERS AND DIRECTORS. 


Seated, left to right: Bert Harless, director: Anthony V. Pioppi. retiring president; Stanley 
‘Hazen, lst vice-president: Wm. S. Leavitt, president; James Dickson, 2nd vice-president; 


Carbonated Beverages. 


Sparkling with enthusiasm and in a gay mood, 
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Top row (left to right): Anthony Iannillo, Chas. DeSimone 
and Abe Abelow discuss Red Rock Cola and HEP fran- 
chising in N.E. Phillip Mills, Ideal Dispenser, Wm. C. 
Keeley, White Rock and J. E. Lyons, White Rock, enjoy a 
look at the camera. J. J. McCaffrey, Harder Leavitt, and 
John Drinkwater Jr., all of Pepsi-Cola are shown swapping 
business stories at the Hotel Statler. 


Center row (left to right): Jack W. Burman, Green and 
Green, and Al Schwartz of Glenshaw Glass Co. exchange 
a few intimate words at the show. Glenn Clark and Don- 
ald R. Pierce of The Vendo Co. pose with Bert A. Harless, 


Chas. Copeland, honorary, Board. Standing: O. O. Desmarais; Ed Hood; J. E. Osborne; 
Walter D. Eagan; Tom Hoyt, treasurer; John Leary; Jos. Nerney: Davenport Brown; Board 
members. 
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Lowell Coca-Cola and E. F. Pierson of The Vendo Co. 
E. H. Goldacker, (Archie Ladewig), Edw. Strobell, W. H. 
Hutchinson and Hugh J. McMackin take a moment for 
an informal picture. 

Bottom row (left to right): William Hennen, Marbert Prod., 
Inc.. George R. Shear, National Bottlers’ Gazette and 
Lionel C. Epstein of Consolidated Siphon Supply Co. rest 
their weary bones between sessions. M. Levi, Casco Bot- 
tlng Co., John Lynch, C. Leary & Co., H. E. LaGasse, 
Cocheco Bottling Co. and F. B. Restuccia of Mundet Cork 
Co. are shown enjoying a story. “After Hours” in the Bond 
Crown suite meant fun, food and good fellowship. 





they had plenty of time to exchange greetings and 
to listen to a selected group of speakers outline 
some of the problems confronting the industry. 


In a stimulating speech, Joseph Lapides, Trea- 
surer of the American Bottlers of Carbonated Bev- 
erages, urged members of the industry to look ahead 
to better business in 1954 because an increase of 
approximately 8% is expected in soft drink con- 
sumption. “While there is no Utopia in the coun- 
try,” said Mr. La Pides, “business conditions are 
certainly better than they ever were and the soft 
drink industry can expect to profit by the increased 
population and greater per capita soft drink con- 
sumption.” 


Citing the fact that few competitors are entering 
the bottling field and several of the marginal oper- 
ators are leaving, he indicated that bottlers would 
do well to plan ahead and spend money on enlarged 
plant facilities, new trucks, larger advertising and 
sales promotion schedules. “This is certainly no 
time to get bearish,” he added in extolling boitlers 
not to bring on a major depression by unrealistic 
thinking during a period of expanding business. 


The highlight of the afternoon session held on 
Monday, January 11, was presented by J. Gordon 
MacKinnon of MacKinnon Associates in a stimu- 
lating and diverting talk covering “The Human Side 
of Selling.”’ Obviously thoroughly experienced in 
handling people, he presented some of the pitfalls 
so frequently encountered by bottlers and members 
of the industry in their every-day affairs. 


Three speakers were scheduled for the second 
business session. Walter D. Plummer, of Owens- 
Illinois Glass Co., Toledo, Ohio, complimented the 
industry for increasing its share of the consumer’s 
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food dollar (2.2%), and pointed out that 83% of 
sales through grocery stores are for home use. This 
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Baltimore Pepsi bottler Jos. Lapides, Treasurer of A.B.C.B.. 
spiced his talk on association work on three levels with 
his own brand of humor, known the country over, while 
J. Gordon MacKinnon (right), Burdett College instructor, 
told the bottlers how, and how much, personal charac- 
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PANEL OF EXPERTS... 


Tom Mansfield (standing ) 
acted as moderator during the 
interesting general discussion 
program. Other panel members 
included, left to right, J. Ste- 
vens, Editor, Bottling Industry: 
R. W. Nichols, Sales Manager, 
Chemical Sales Division, Ab- 
bott Labs.; N. Kelly, Vice Presi- 
dent, Sugar Information; Ed- 
ward P. Laragy, President; T. 
F. Mansfield; J. J. O’Shaughn- 
essy. Manager, Carbonated 
Beverage Div., Owens-Illinois 
Glass Co.; M. J. Becker, Editor, 
National Bottlers’ Gazette; H. 
Mesick, S. H. Grossman, Inc.; 
S. P. Mudd, Vice President. 
New York 7-Up Bottling Co. 


New Jersey Bottlers Discuss 
Prices, Containers, Dietetic Drinks 


Price and deposit trends, sugar-free carbonated 
soft drinks, non-returnable bottles and carbonated 
soft drinks in cans were accented at the 29th An- 
nual Convention of the New Jersey Bottlers of 
Carbonated Beverages, held January 8-9. 

Convened at the Hotel Robert Treat in Newark, 
N. J., with more than 260 members in attendance, 
the meeting was opened by President Edward P. 
Laragy. 

The persistence of problems for the bottling in- 
dustry was further emphasized during the stimu- 
lating panel discussion which posed “Current Prob- 





lems Confronting the Industry.” Capably presided 
over by Thomas F. Mansfield this general discus- 
sion included short and provocative talks on Sugar- 
Free Carbonated Soft Drinks by Robert W. Nichols, 
sales manager, Chemical Sales Division, Abbott 
Laboratories, No. Chicago, Ill.; Sugar in Carbon- 
ated Soft Drinks by Neil Kelly, vice president, 
Sugar Information, Inc., New York; Carbonated 
Soft Drinks in Non-Returnable Bottles by J. J. 
O’Shaughnessy, manager, Carbonated Beverage Di- 
vision of Owens-Illinois Glass Co., Toledo, Ohio; 
Carbonated Soft Drinks in Cans by Morris J. 


NEW OFFICERS... 


Elated over their election to 
top positions of the New Jersey 
Bottlers of Carbonated Bever- 
ages are: left to right, George 
H. Crofton, Second Vice-presi- 
dent; Edward P. Laragy. Presi- 
dent; Eugene F. Donnelly, First 
Vice-president and Thomas F. 
Mansfield, Secretary. 





Becker, editor, NATIONAL BOTTLERS’ GAZETTE; 
Why Carton Deposits by Sidney P. Mudd, vice presi- 
dent, New York Seven-Up Bottling Co., New Ro- 
chelle, N. Y. 

Outlining several of the problems currently plagu- 
ing the industry, Eugene F. Donnelly, vice presi- 
dent of Royal Crown Bottling Co., Newark, N. J., 
posed the question “Where do we go from here?” 

“We should approach the major problems first 
and get realistic about our bottle and cost case if 
we are to continue doing business on a profitable 
basis,” said Mr. Donnelly in urging the bottlers to 
take prompt action as a group in raising bottle 
deposits pending a study of the entire problem. In 
addition, he emphasized the need for real down- 
to-earth sales promotion and public relation pro- 
grams in order to maintain and build basically sound 
businesses. 

“The Driver Salesman” topic selected by W. A. 
Swan, vice president of Hoffman Beverages, New- 
ark, N. J., was dramatically covered with a short 
skit in which Mr. Swan posed as a typical bever- 
age driver-salesman. A conflict in calls, mixup in 
territory, inadequate information concerning the 
product and 
plagued Mr. Swan as the driver beseeching his boss 


inadequate display techniques all 
to help him advance as a future executive of the 
company. “I could do a lot more, Boss, if you would 
show me how to make more money and how to sell 
the company’s product,” pleaded Mr. Swan. “I 
can’t learn fast enough on my own,” he added. “Why 


don’t you show me how?” 


As the most important “guy” in the distribution 
of soda beverages, Mr. Swan emphasized the need 
for better instruction in training driver-salesmen 
and urged that management take an active part in 
teaching these future executives all of the new 
techniques in distribution, sales promotion, display 
and selling. 

“Association Work at Three Levels” provided 
Joseph La Pides, treasurer of A.B.C.B. with an 
excellent topic for his inimitable style. Citing four 
important factors for potential success in the in- 
dustry (1. per capita consumption of soda bever- 
ages is increasing, 2. population in U. S. is increas- 
ing, 3. few new bottling plants are opening and 
some are closing and, 4. soda beverages are sold 
throughout the year to meet the constant demand) 
he urged all bottlers to join the industry associa- 
tion and to work for the collective good of the 
industry. “No bottler is either too little or too big 
to join the local, state and national associations if 
our industry is to continue its healthy growth,” 
he concluded. 

In the general discussion of current problems, 
Robert W. Nichols, sales manager of the Chemical 
Sales Division of Abbott Laboratories, No. Chicago, 
developed the subject of sugar-free drinks and 
called attention to the high cost of dietetie drinks. 
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“Sugar-free drinks,” he said, “open a new market 
and can come in the form of a bonus or increase 
in business aside from the regular volume which 
bottlers are now enjoying.” Recognizing that the 
entire subject of sugar-free drinks is a very con- 
troversial one, he pointed out that the Abbott Lab- 
oratories has been marketing their Sucaryl in an 
ethical fashion and believes that drinks compounded 
with this synthetic sweetener should be specifically 
designed for a new segment of the consuming 
public. 

Presenting the other side of the picture, Neil 
Kelly, vice president of Sugar Information, Inc. 
posed the issue that sugar gives soft drinks their 
famous lift and quick energy value. According to 
Mr. Neil, soft drinks containing sugar are prop- 
erly considered a food just as sugar is a natural 
component of thousands of foods. “Weight reduc- 
tion,” said Mr. Neil, “can be achieved only by re- 
ducing the total intake of all food not just 
carbonated beverages made with sugar.” 

“Cans offer the convenience of a non-returnable 
package which both the consumer and the retail 
dealer (super-markets) like very much,” said Mor- 
ris J. Becker, Editor of the NATIONAL BOTTLERS’ 
GAZETTE, in addressing the convention of the New 
Jersey Bottlers of Carbonated Beverages. 

Admitting the controversial nature of the sub- 
ject, he pointed out that bottlers throughout the 
country are aware of the magnitude of this problem 
and are thinking long and hard. 

Mr. Becker further indicated that while the brew- 
ing industry has successfully merchandised non- 
returnable bottles and cans, their package, unlike 
the soft drink product, constitutes a small percent- 
age of the total sales price. Glass, according to Mr. 
Becker, can still provide the industry with the 
lowest cost one way containers and there is no 
doubt that one way containers can open many new 
markets. 

An interesting conclusion to the general discus- 
sion was given by Sidney P. Mudd, vice president 
of the New York Seven-Up Bottling Co., New 
Rochelle, N. Y., who posed several questions con- 
cerning deposits for cartons and effective methods 
of achieving a universal deposit system. 

The business portion of the convention was con- 
cluded with nomination and election of officers and 
directors as follows: 

President—Edward P. Laragy, Coca-Cola Bottling 

Co., Newark 
Ist Vice-President—Eugene F. Royal 

Crown Bottling Co. of Newark, Inc., Newark 
Crofton, E. L 


Donnelly, 

2nd Vice-President—George H. 
Kerns Co., Inc., Trenton 

Treasurer—Jack L. Kessler, Crescent Beverage Co.., 
Newark 

Secretary—Thomas F. Mansfield, Montclair. 

Directors: 

Alan Turtletaub, Star Bottling Works, Perth Amboy 


VISITING BOTTLERS AND SUPPLYMEN 





Top row left (left to right): T. J. Torjusen, Foote & Jenks; 
Sam Cook; Sidney Ross, Foote & Jenks. 


Top row right (left to right): Bill Emden, Bond Crown and 
Cork Co.; Harold Meyer, Galler Seven-Up; Arlene Emden. 


Center row left (left to right): John W. Greene; Joe Peder- 
sen and Woody Cockrell, American Coating Div., Robert 


Gair Co.; Sidney P. Mudd, Seven-Up Bottling Co. of N. Y. 





Center row right (left to right): Donald Seeley, Owens- 
Illinois Co.; Glenn Eshelman, Armstrong Cork; Tom Jones, 
Armstrong Cork; Thomas Phillips, Owens-Illinois Glass 
Co. 


Bottom row left (left to right): A. Jack Calano, Crescent 
Beverages; Joseph LaPides, Treasurer, A.B.C.B.; Jack Kes- 
sler, Crescent Beverages. 


Bottom row right (left to right): Al Nebeling, Seven-Up 
Bottling Co.; Murray Berlinger, Watchung Beverages. 








John T. Rice, Hoffman Beverage Co., Newark 

Henry D. Kahrs, Coca-Cola Bottling Co., Atlantic 
City 

Edwin R. Minck, Petermann Beverages, Union City 

Anthony J. 
Newark 

Samuel Cott, Mission Orange Bottling Co., Newark 


Masi, Rotella’s Beverages, Inc., 


George Sachs, Saxon Beverage Co., Inc., Jersey 
City 


Saul I. Kopf, Service Bottling Works, Paterson 

Arthur O. Reinking, Coca-Cola Bottling Co., 
Asbury Park 

William S. Lawo, Jr., Pepsi-Cola Bottling Co., 
Jersey City 

Joseph Garbardine, Canada Dry Bottling Co., 
Asbury Park. 

Philip Miller, Miller Beverages, Inc., New Bruns- 
wick 














PANEL OF EXPERTS... 


Tom Mansfield (standing ) 
acted as moderator during the 
interesting general discussion 
program. Other panel members 
included, left to right, J. Ste- 
vens, Editor, Bottling Industry: 
R. W. Nichols, Sales Manager, 
Chemical Sales Division, Ab- 
bott Labs.; N. Kelly, Vice Presi- 
dent, Sugar Information; Ed- 
ward P. Laragy. President; T. 
F. Mansfield; J. J. O’Shaughn- 
essy, Manager, Carbonated 
Beverage Div., Owens-Illinois 
Glass Co.; M. J. Becker, Editor, 
National Bottlers’ Gazette; H. 
Mesick, S. H. Grossman, Inc.; 
S. P. Mudd, Vice President. 
New York 7-Up Bottling Co. 


New Jersey Bottlers Discuss 
Prices, Containers, Dietetic Drinks 


Price and deposit trends, sugar-free carbonated 
soft drinks, non-returnable bottles and carbonated 
soft drinks in cans were accented at the 29th An- 
nual Convention of the New Jersey Bottlers of 
Carbonated Beverages, held January 8-9. 

Convened at the Hotel Robert Treat in Newark, 
N. J., with more than 260 members in attendance, 
the meeting was opened by President Edward P. 
Laragy. 

The persistence of problems for the bottling in- 


dustry was further emphasized during the stimu- 
lating panel discussion which posed “Current Prob- 







lems Confronting the Industry.” Capably presided 
over by Thomas F. Mansfield this general discus- 
sion included short and provocative talks on Sugar- 
Free Carbonated Soft Drinks by Robert W. Nichols, 
sales manager, Chemical Sales Division, Abbott 
Laboratories, No. Chicago, Ill.; Sugar in Carbon- 
ated Soft Drinks by Neil Kelly, vice president, 
Sugar Information, Inc., New York; Carbonated 
Soft Drinks in Non-Returnable Bottles by J. J. 
O’Shaughnessy, manager, Carbonated Beverage Di- 
vision of Owens-Illinois Glass Co., Toledo, Ohio; 
Carbonated Soft Drinks in Cans by Morris J. 
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NEW OFFICERS ... 


Elated over their election to 
top positions of the New Jersey 
Bottlers of Carbonated Bever- 
ages are: left to right, George 
H. Crofton, Second Vice-presi- 
dent; Edward P. Laragy, Presi- 
dent; Eugene F. Donnelly, First 
Vice-president and Thomas F. 
Mansfield, Secretary. 








Becker, editor, NATIONAL BOTTLERS’ GAZETTE; 
Why Carton Deposits by Sidney P. Mudd, vice presi- 
dent, New York Seven-Up Bottling Co., New Ro- 
chelle, N. Y. 

Outlining several of the problems currently plagu- 
ing the industry, Eugene F. Donnelly, vice presi- 
dent of Royal Crown Bottling Co., Newark, N. J., 
posed the question “Where do we go from here?” 

“We should approach the major problems first 
and get realistic about our bottle and cost case if 
we are to continue doing business on a profitable 
basis,” said Mr. Donnelly in urging the bottlers to 
take prompt action as a group in raising bottle 
deposits pending a study of the entire problem. In 
addition, he emphasized the need for real down- 
to-earth sales promotion and public relation pro- 
grams in order to maintain and build basically sound 
businesses. 

“The Driver Salesman’ topic selected by W. A. 
Swan, vice president of Hoffman Beverages, New- 
ark, N. J., was dramatically covered with a short 
skit in which Mr. Swan posed as a typical bever- 
age driver-salesman. A conflict in calls, mixup in 
territory, inadequate information concerning the 
product and inadequate display techniques all 
plagued Mr. Swan as the driver beseeching his boss 
to help him advance as a future executive of the 
company. “I could do a lot more, Boss, if you would 
show me how to make more money and how to sell 
the company’s product,” pleaded Mr. Swan. “I 
can’t learn fast enough on my own,” he added. ““‘Why 
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don’t you show me how’? 

As the most important “guy” in the distribution 
of soda beverages, Mr. Swan emphasized the need 
for better instruction in training driver-salesmen 
and urged that management take an active part in 
teaching these future executives all of the new 
techniques in distribution, sales promotion, display 
and selling. 

“Association Work at Three Levels” provided 
Joseph La Pides, treasurer of A.B.C.B. with an 
excellent topic for his inimitable style. Citing four 
important factors for potential success in the in- 
dustry (1. per capita consumption of soda bever- 
ages is increasing, 2. population in U. S. is increas- 
ing, 3. few new bottling plants are opening and 
some are closing and, 4. soda beverages are sold 
throughout the year to meet the constant demand) 
he urged all bottlers to join the industry associa- 
tion and to work for the collective good of the 
industry. “No bottler is either too little or too big 
to join the local, state and national associations if 
our industry is to continue its healthy growth,” 
he concluded. 

In the general discussion of current problems, 
Robert W. Nichols, sales manager of the Chemical 
Sales Division of Abbott Laboratories, No. Chicago, 
developed the subject of sugar-free drinks and 
called attention to the high cost of dietetic drinks. 
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“Sugar-free drinks,” he said, “open a new market 
and can come in the form of a bonus or increase 
in business aside from the regular volume which 
bottlers are now enjoying.” Recognizing that the 
entire subject of sugar-free drinks is a very con- 
troversial one, he pointed out that the Abbott Lab- 
oratories has been marketing their Sucaryl in an 
ethical fashion and believes that drinks compounded 
with this synthetic sweetener should be specifically 
designed for a new segment of the consuming 
public. 

Presenting the other side of the picture, Neil 
Kelly, vice president of Sugar Information, Inc. 
posed the issue that sugar gives soft drinks their 
famous lift and quick energy value. According to 
Mr. Neil, soft drinks containing sugar are prop- 
erly considered a food just as sugar is a natural 
component of thousands of foods. “Weight reduc- 
tion,” said Mr. Neil, “can be achieved only by re- 
ducing the total intake of all food not just 
carbonated beverages made with sugar.” 

“Cans offer the convenience of a non-returnable 
package which both the consumer and the retail 
dealer (super-markets) like very much,” said Mor- 
ris J. Becker, Editor of the NATIONAL BOTTLERS’ 
GAZETTE, in addressing the convention of the New 
Jersey Bottlers of Carbonated Beverages. 

Admitting the controversial nature of the sub- 
ject, he pointed out that bottlers throughout the 
country are aware of the magnitude of this problem 
and are thinking long and hard. 

Mr. Becker further indicated that while the brew- 
ing industry has successfully merchandised non- 
returnable bottles and cans, their package, unlike 
the soft drink product, constitutes a small percent- 
age of the total sales price. Glass, according to Mr. 
Becker, can still provide the industry with the 
lowest cost one way containers and there is no 
doubt that one way containers can open many new 
markets. 

An interesting conclusion to the general discus- 
sion was given by Sidney P. Mudd, vice president 
of the New York Seven-Up Bottling Co., New 
Rochelle, N. Y., who posed several questions con- 
cerning deposits for cartons and effective methods 
of achieving a universal deposit system. 

The business portion of the convention was con- 
cluded with nomination and election of officers and 
directors as follows: 

President—Edward P. Laragy, Coca-Cola Bottling 

Co., Newark 
Ist Vice-President—Eugene F. Royal 

Crown Bottling Co. of Newark, Inc., Newark 
Crofton, E. L. 


Donnelly, 

2nd Vice-President—George H. 
Kerns Co., Inc., Trenton 

Treasurer—Jack L. Kessler, Crescent Beverage Co., 
Newark 

Secretary—Thomas F. Mansfield, Montclair. 

Directors: 

Alan Turtletaub, Star Bottling Works, Perth Amboy 
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VISITING BOTTLERS AND SUPPLYMEN 


Top row left (left to right): T. J. Torjusen, Foote & Jenks; 
Sam Cook; Sidney Ross, Foote & Jenks. 


Top row right (left to right): Bill Emden, Bond Crown and 
Cork Co.; Harold Meyer, Galler Seven-Up; Arlene Emden. 


Center row left (left to right): John W. Greene; Joe Peder- 
sen and Woody Cockrell, American Coating Div., Robert 


Gair Co.; Sidney P. Mudd, Seven-Up Bottling Co. of N. Y. 





Center row right (left to right): Donald Seeley, Owens- 
Illinois Co.; Glenn Eshelman, Armstrong Cork; Tom Jones, 
Armstrong Cork; Thomas Phillips, Owens-Illinois Glass 
Co. 

Bottom row left (left to right): A. Jack Calano, Crescent 
Beverages; Joseph LaPides, Treasurer, A.B.C.B.; Jack Kes- 
sler, Crescent Beverages. 


Bottom row right (left to right): Al Nebeling, Seven-Up 
Bottling Co.; Murray Berlinger, Watchung Beverages. 





John TARice, Hoffman Beverage Co., Newark 

Henry D. Kahrs, Coca-Cola Bottling Co., Atlantic 
City 

Edwin R. Minck, Petermann Beverages, Union City 

Anthony J. Masi, Rotella’s Beverages, Inc., 
Newark 

Samuel Cott, Mission Orange Bottling Co., Newark 

George Sachs, Saxon Beverage Co., Inc., Jersey 

City 


Saul I. Kopf, Service Bottling Works, Paterson 

Arthur O. Reinking, Coca-Cola Bottling Co., 
Asbury Park 

William S. Lawo, Jr., Pepsi-Cola Bottling Co., 
Jersey City 

Joseph Garbardine, Canada Dry Bottling Co., 
Asbury Park. 

Philip Miller, Miller Beverages, Inc., New Bruns- 
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PLANNED PROFITS 
Continued from Page 15 





By applying this P/V technique to the flavors, 
each flavor, each product line, to each territory which 
you serve, different zones, different branches or what 
you may have, to each individual route, it takes very 
little time to determine the profitability of each. 
The weaker ones are soon spotted. 


The Profit Contribution, or, explained a little 
different way, the amount available out of the sales 
dollar, or total sales, after the variable expenses 
are paid, the materials, your crowns, your direct 
labor—are the amount available after those are paid. 


The profit contribution or availability of money 
for profit is found by deducting your variable 
expense from sales. 


To use a little example which I have worked out, 
if the sales for a particular period of time are 
ninety-six hundred dollars, and the variable cost for 
that same period of time are fifty-two hundred dol- 
lars, there is left forty-four hundred dollars. That 
forty-four hundred dollars is the sum where you 
must pay off your constant, and if you have any 
money left over, only then do you have a profit. 


The variable expenses, deducted from the sales, 
gives the amount available for paying the constants, 
and giving the profit after the constants are paid. 


P/V Ratio 


The P/V ratio is the per cent of each dollar 
available for the constant expenses and profit, and 
it is found by dividing this profit contribution or 
the forty-four hundred dollars by sales. It is a 
simple case of changing to a per cent. If the profit 
contribution is forty-four hundred dollars, and the 
sales are ninety-six hundred dollars, we divide and 
get a P/V ratio of 45.8%. This means that out of 
each dollar taken in, 45.8 cents are available to pay 
off your constant expenses, and then when they are 
paid, to contribute a profit to your company. 


The higher this P/V ratio, the faster this product 
or territory or branch or route or whichever way 
you classify it will pay off the constant and start 
producing a profit. 


With this tool available and worked out, manage- 
ment can determine quickly the profitability of any 
product, and decide on merchandising or advertising 
campaigns to push sales, or perhaps even to drop an 
unprofitable line. 


Likewise, each territory, branch, route, or de- 
partment can be measured in a similar fashion. 

Now a word of warning. You have all kinds of 
P/V ratios when you do this, some big ones and 
some little ones. We are warned about looking at 


those P/V ratios. Never look at a P/V ratio without 
considering the volume, or the amount of business 
which that particular unit—the product, the route 
or what not—is producing. 


A high P/V figure with a low volume means 
nothing. 


A high P/V with a high volume is what you are 
after. A low P/V with a high volume, or stated con- 
versely, for our volume-minded friends, a big vol- 
ume, with a low P/V might be satisfactory, but war- 
rants very careful attention. 


The Break-even Point 


The break-even point is the point at which the 
amount remaining after the variables are paid just 
pays off the constants or fixed expenses. It is found 
by dividing the constant expenses by the P/V ratio. 


In the example, let us assume that the constants 

-salaries, interests, depreciation, and so on—this 
same period, we will assume to be three thousand 
dollars. Now you divide the three thousand dollars 
by your P/V ratio, 45.8%, and that gives you the 
point where you start to make money, where you 
break even. It figures out to sixty-five hundred and 
fifty dollars. Any sales below sixty-five fifty you are 
in the red. You get out into the blue after you cross 
sixty-five fifty. 


A definition for this break-even point is the point 
at which the contribution has just covered the con- 
stant expenses. 


With this data available, management can look 
at their sales to date, and very quickly determine 
whether their constants have been paid off, or ap- 
proximately when they will be paid off, and remem- 
ber that only after they are paid will the profits 
start accumulating for the business. 


The break-even points for products, each one of 
them, each flavor, for the branches, territories, 
routes, you may even make one for each week or 
each day, if you like—it is very easily done. These 
are very easily computed. once you have your 
accounts classified into their variable and constant 
factors, and then watch the sales. 


Margin of Safety 


The amount of reduction in your sales which can 
take place before you get back to the break-even 
point or, stated another way, the distance that you 
are ahead of the break-even point is called the 
margin of safety. And it is found this way: 


The margin of safety is found by deducting the 
break-even, sixty-five fifty, from the sales, ninety- 
six hundred, and then dividing by the sales. In this 
particular case it figured out at 31.80. This means 
that in this particular period, this company can 


suffer a loss of 31.8% from that period of business 
before they begin to lose money. 

A margin of safety under twenty per cent of 
planned volume is very undesirable. It should be at 
least that. 


Profit 


The profit is the amount remaining out of sales, 
after those constants and variables have been paid. 
The sales of ninety-six hundred dollars, variables 
fifty-two hundred dollars, constants three thousand 
dollars, total eighty-two hundred dollars, and leaves 
a profit of fourteen hundred dollars. 


The Role of Sound Standards and Budgets 


To use a geometric axiom, the whole is equal to 
the sum of all its parts. Sound budgeting must be 
considered as an integral part of this over-all plan- 
ning program. 

We will present here the following cost centers 
which are typical: bottling department, loading and 
unloading, delivery, selling, advertising, adminis- 
tration, etc. These are listed only as typical exam- 
ples. In your own plant you may have many more, 
and there is no need to try to change them if you 
employ the P/V plan. 

Just classify the one that you have in your present 
set-up. After the classification for each department 
or division has been completed, the next step is to 
set the standard for the variable expenses and the 
budget for the constant expenses. 

Never underestimate the value of setting up tight 
values for your budget, because you give much 
thought to these budgets, and the expenditures 
should be carefully controlled. Watch such items as 
donations, dues and subscriptions, salaries, travel, 
entertainment. Remember the constants must all be 
paid off before you begin to earn a profit. 

To do this, a budget work sheet may be prepared 
for each cost center, and then a similar sheet made 
of the different ones. They should be made in con- 
junction with the key man in charge of the cost- 
setting. This way he becomes mindful of his own 
personal target. 

In the summary sheets list the respective data by 
account names, so the total may be summarized, and 
then all put together to get your complete budget 
in a simple way. 

The actual form for drawing up your budgets is 
not so important. The main thing is that you have 
given thought to the amount that you plan to spend 
for each item or each cost center. 

3. Here is where so many budgets become fright- 
ening. The old idea of a budget was to sell a budget, 
and then come hell or high water, don’t change from 
it. It just doesn’t work that way. This type of 
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budget we are talking about is a flexible budget, and 
although it would be ideal if your expenses would 
actually coincide with the budget, they just won’t 
do it. 


We should be mindful of some of the reasons 
why they won’t coincide. Here are some typical 
causes: And by the way, by checking these variances, 
it gives the spot where the trouble lies. These vari- 
ances will be caused by such things as these: Your 
material actually costing more than planned. Use of 
greater quantities than you had planned. Labor rate 
changeovers. A new union contract. Labor perform- 
ance. Overtime. Product change-overs. Over-spend- 
ing. More or less volume sold or produced. A variety 
in your mix of products. One product or one flavor 
may drop off and the others will increase. Sales price 
changes. Those with all cause variances from your 
plan. 


6. Effect of Price and Volume Changes on 
P/V Ratios and Profits: 

You, I am sure, have heard the sales manager say: 
“Let me cut prices 10% and our volume will increase 
enough to produce more profit than we are making 
now!” 


You, in management’s position, will try to make 
a decision on the sales manager’s request by the 
use of facts available with traditional accounting 
procedures. Could you do it? Possibly you could, but 


*. 


you would have to do a lot of calculations to arrive 
at an answer, and it is questionable that you will be 
satisfied with the results. 

The following chart shows what really happens 


when price and volume changes are put into effect. 


Example I Example 2 Example 3 


10% Price Increase 10°% Price Decrease 














Present 10% Vol. Decrease 10% Vol. Increase 
Volume (Cases) 10,000 9,000 11,000 
Case Total Case Total Case Total 

Net Sales $.960 $9,600 $1.056 $9,504 $.864 $9,504 
Variable Costs 520 5,200 .520 1,680 520 5,720 
Profit Contribution 

(Available) 440 1,400 536 1,824 344 3,784 
P/V Ratio 

15.8% 50.8% 39.8% 

(P C Plus Sales) 
Constant Costs .300 3,000 .333 3,000 273 3,000 
Profit .140 1,400 .203 1.824 O71 734 








Would you believe that a 10% price cut and a 
10% volume increase would reduce profits by $616.00 
(1,400 - 784) or by 44%? ($616 is 44% of $1,400). 
It has been determined that in various businesses, 
in general, 1% cut in price is equal to a 4% to 
5% cut in profit, Oh an average. 

Can you determine similar figures for your com- 
pany? If not, then your management does not have 
the tools necessary for analyzing and planning 
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operations and intelligently charting the future 
course of action! 


The figures in the above chart show clearly the 
dangerous effects of price cutting. Competition will 
quickly follow the leader, and then the anticipated 
volume gain fails to become reality. Furthermore, 
after the cut has been made, it is difficult to return 
to the original price level when you find prices must 
be increased to stay in business. 

Price cutting is vicious. It cheapens your product 
and your business and invariably springs from 
ignorance of its effect on profit. Any salesman can 
sell on a price-cutting basis. It is much wiser to 
be established as a high grade, high quality com- 
pany, handling good volume with high P/V ratios, 
than to become volume-minded with no regard as to 
effects. Get volume, but get it at a satisfactory 
P/V ratio. : 

Control price cutting by close cooperation with 
your sales manager. Let him see its dangerous effects 
on company profits. Prepare exhibits showing the 
P/V ratio by products and develop a schedule or 
chart to permit him to fully understand the impli- 
cations. With these facts before him, he is likely to 
change his mind. 

Know your P/V products, and refuse to follow the 
lead when facts tell you that price cutting will mean 
a substantial reduction in profits. Let the unin- 
formed bottler go in the red because he doesn’t know 
or understand. 


Conclusion 


Throughout this article, my comments have been 
designed to present the broad picture of P/V prin- 
ciples and practices, and to explain Profit Planning 
as a tool for management. If you and your ac- 
countant will take the time to learn the P/V tech- 
nique, you should be in good position to begin your 
own profit planning program and to answer for 
yourself such questions as: 

How much more volume must I get to make up 
for a given price cut? 

How much can my sales drop off before I show a 
loss, at my present price and if I raise or lower my 
price? 

What are my most profitable lines, and what is my 
break-even point on each? 

How much would I have to boost prices, or how 
much would my volume have to increase to make up 
for a jump in material or labor costs? 

How well is each executive doing his part to 
achieve or better the goal of the Master Profit Plan? 

In addition to being able to answer these and 
other similar questions, I am sure you will be sur- 
prised at the situations prevailing in your organiza- 
tion which a thorough and complete P/V diagnosis 
will reveal. 
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Price, Deposit And Container Problems Debated 


At Chicago 
CBI Group Discusses Soft Drink Canning, 


Dietetic Beverages At September Meeting 
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N.B.G. Founder Credited With Helping 
Form First National Trade Group 


Inspection 
FFDA Inspection Authority Restored 
Sensitive Bottle Inspector For Pepsi-Cola 


New RCA Product 


Labeling 
New Packaging Sparks Old Business 


Legal Decisions 
Red Rock Cola Company Wins Final 
Decision In Antitrust Case 
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Legislation 
Secondary Picketing Legal 
“Foreign” Franchise Bottles Okayed By Wisconsin 
N. Y. “Ade” Regulations Restated 
FFDA Inspection Authority Restored 
Coke Bottler Wins Important Negligence Suit 
Regulations On Profit-Sharing And Benefit 
Plans Revised 
Okay Soft Drink Sales In California Barber Shops 
FFDA Bans Coumarin—From Any Source 
California-Nevada Bottlers Seek Legal Okay 
On Barber Shop Sales 
FFDA Bans Coumarin Use, But Replacement 
Now Available 
Snow Crest Beverages, Snow Crop Settle 
Trade Mark Dispute 
3 New Bills Would Up Labor Costs; St. Louis 
Bottlers Get New Demands 
Minnesota Okays Dietetic Drinks; Maine 
Nearing Similar Action 
Calif. Court Bans Jurisdictional Strikes, 
Upholds 7-Up Plant 
Court Rules On Back 
New West Virginia Governor Favors 
Drink Tax Repeal 
Red Rock Bottler Wins $2 Million Judgment 


Loeal Associations 
New Local Group Formed 
New Interstate Group Formed 
Local Cooperation—Key To Trade Progress 





Machinery & Equipment 


Miller Hydro Decaser Gaining Rapid 
Trade Acceptance 


Maintenance 
Men And Methods Make—Money-Making 
Maintenance 
Ten Tire Tips 
Management 


How To Handle The Absentee 

Make No Little Plans! 

The Challenge Of Our Times 

Sales, Cost Survey Of Industry Underway 

Bottlers’ “Profit-Planning’’ Meet Set For 
New York, Feb. 16-18 


Manpower 
Oregon Labor Situation Stabilized 


Markets-Marketing 
Know Your Markets—To Sell Them 
Tru-Ade Bottlers Vie For Per Capita Increases 
How To Open Service Station Outlets 
American Pair: Baseball And Soft Drinks 
Markets Are . People! 
85% Hospitals Use Soft Drinks, Survey Shows 
Theaters Soft Drink Biz Going Way Up, 
Survey Shows 
PX Soft Drink Sales Up 500%! 
Industry's Best Customer—Youth Market 
Getting Bigger! 
Park . . . Beach Market Big, Hires 
Survey Discloses 
Selling Locations 








National 
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Materials Handling 


We Palletized For Economy 

New, Practical Pallet System For 
Multi-Line Bottler! 

Pile 'Em Up To Keep Costs Down 

How High Can You Go? 

Lift Trucks Simplify Warehouse Operation 

New Wheel Conveyor Adjustable To Meet 
Varied Needs 

An Ideal Fork Truck Operation In. Coca-Cola, 
Columbus, O. 

At the Materials Handling Show: 
New Time And Labor-Saving Units 

Truck Loading Time Cut 90% 

Yale & Towne Launches Materials Handling 
Road Show 

Bulk Sugar Handling System Offers Important 
Economies 

Fitting Pallets To The Truck 

Safety Hints For Fork Truck Operation 


Merchandising 


Sell The Grocers—Theme Of A.B.C.B. Ad Drive 
Grocer, Grocer, Who Gets The Grocer? (Editorial ) 


Dealer's Year-Round Effort Boosts 
Soft Drink Sales 

Sell The Non-Drinkers! 

Clicquot Club, Dr. Pepper Launch Big Contest: 
Other Ad News 

Canada Dry Promotes Quart Cola In Cartons 


“Junior Salesmen’’ Build Additional Sales Volume 


This Movie Promotion Is Paying Off 

Dr. Pepper Repeats Successful “Spring Seed” 
Promotion 

Dr. Enuf Plugs Nutritional Content 

Hoffman Opens Drive On ‘Mixer’ Market 


Miseellaneous 


Top Honors For Brockway 
Art Harris, Atlanta Paper Prexy, Protests 
Adoption Of One Style Shipping Carton 


Soft Drink “Break’’ Periods Help Curb-On-The 


Job Accidents 


New Equipment 


Half-Depth Uncaser Introduced By 
Liquid Carbonic 

Sensitive Bottle Inspector For Pepsi-Cola New 
RCA Product 

Standard Conveyor Introduces Two New 
Conveyor Units 


New Ertel Down-Flow Filter 


New Carton Opener, 1st In Trade, Cffers Labor, 


Other Savings 
Liquid Carbonic Bows New Bottle Washers 
First Fully-Automatic Chocolate 

Beverage Sterilizer 
Chlorophyll Soft Drink Now Available 
Bottle “Coco-Nut Malted’” Developed 


No-Deposit Bottles 


Dad's Debuts No-Deposit Quart Bottle 
Wide-spread Use Not Practical For 
Non-returnable Bottle 
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1953 


1953 


Nutrition 
Soft Drinks Not Harmful To Teeth, 
New Evidence Shows 
Soft Drinks Prescribed By Home Economist 
Tooth Decay Not Traceable To Sweets, 
Dental Study Shows 
What Is A Soft Drink? 


Parent Companies 
“Dad's” National Meeting Sees New Horizons 
National Sales Meetings For Squirt Meeting 
Monarch Mfg. Co. Announced Active Program 


New Bireley’s Production Process Attracting Wide 


Trade Interest 
Cott’s Invades St. 
Frostie Progress Cited 


Louis 


Dr. Pepper Sales, Earnings Up For Second Quarter 


Squirt’s National Ad Drive Getting 
Heavy Local Support 

Pepsi-Cola Six-Months Earnings Up 

Nesbitt’s Adds 19 Bottlers 

Dr. Pepper Bows In St. Louis Market 

Dad's Debuts No-Deposit Quart Bottle 

Dr. Pepper Announces Auto Safety Incentive 
Plan 

Mission Adds 14 New Franchises 

Hires Sales Increase 

Canada Dry Shows Rise In Six-Month Sales, 
Net Income 

Parent Company, Bottlers Jubilant Over 
Pepsi-Cola’s Future 

Dr. Pepper Sales Up, Earnings Down 
In Ist Quarter: Expansion Activity Cited 

B-1, Canada Dry Expand Franchise Gains 

Canada Dry President Outlines Some Beverage 
Success Factors 

$300,000 “Model” Dr. Pepper Plant Opened In 
St. Louis 

Coke Bottlers Honor “Mr. Coca-Cola 

Coke, Pepsi Show Record High Sales In 1952 

Pepsi-Cola President A. N. Steele, Honored 
At N. Y. Distributors Banquet 

Dr. Enuf, At $1.70 Selling Well, Bottlers Claim 

Top Dr. Pepper Bottlers Get Sales, 
Production Awards 

Coca Cola Co. Receives Award For Excellent 
Management 

Hires Adds 8 Bottlers 

Dr. Pepper Building New St. Louis Plant In 
Major Expansion Move 

Canada Dry Increases First-Quarter Earnings 

Hires Sales Up In Final Quarter 

Dr. Pepper Reports 23% Sales Gain 

Dr. Pepper Repeats Successful ‘Spring Seed 
Promotion 

National Award To Whistle-Vess Beverage 

Dr. Pepper Honors Veteran Employees 


Dr. Pepper Launches Million Dollar Ad Campaign 


Canada Dry To Add 100 Bottlers 
Markets 
} 


Purchased 


Squirt Opens New 

Bubble Up Corp 

Big Ad Support Readied For Schweppes, 
Pepsi New Acquisition 


. Over 11,000 Bottle Crowns Wins Mission Contest 


Frostie Add Four Bottlers 

Dr. Enuf Plugs Nutritional Content 

Cott Signs Another Bottler In New York State 

Canada Dry Reports Record Sales; Plans to Add 
75 Bottlers in 1953 
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Hires Sales Up, Profits Down 

Dr. Pepper's 1952 Sales “Rather Substantially” 
Ahead of 1951 

Canada Dry Launches Big Comic Book 
Premium Promotion 

Canada Dry Reports Continued Franchise 
Expansion 

Five Industry Companies Win Award 

Canada Dry Goes “To The Dogs” Again; 
2nd Pup Contest Launched 


Plant Operation 


Men and Methods Make—Money-Making 
Maintenance 

The Industry's “Number One” Bottler 

New Product Revitalizes A Plant 

1952 Sales Record-High, Chicago Pepsi 
Plant Reports 


Atlanta Coca-Cola Adds Seventh Production Line 


Big New 7-Up Plant For Miami 


Premiums 


Summer Premium Offer: Refrigerators With 


Coke Tie-In Proving Unique Volume Booster 


Prices 


Have The Courage Of Your Own Convictions 
Beverage Prices What They Are—And Where 
Upward Price Movement Continues 
Bottle Price Increase Postponed Again 
Beverage Prices Continue To Advance 
96c Price Going Well In Houston 
Despite Strong 80c Competition 
Beverage Prices: What They Are—And Where 
Strike Settled, St. Louis Bottlers Up Price To 
Cover New Wage Hikes 
Beverage Prices In Nation's Key Markets 
New Price Breaks In Chicago 
Price Breaks In Big Texas Cities; Conn 
Quarts To $1.85! 
$1.40 Oregon Bottlers Show Sales Increases 
80c Price Cracked In Houston! 
Many Problems—And One Answer 
7-Up Boosts To $1.40 In Key Illinois Markets 
Not Higher Deposits 
Price Increases Announced; 
Pittsburgh Cokes Moves Up 
10c Price Bid Fails At Arkansas Meet 
Beverage Decontrol Now ‘Permanent 
Wage, Flavor Base Controls Also Lifted 


The Escanaba Story 


The Right Price 
More 


Price 


Big Price Boosts Executed In 
Nation's Leading Markets 

Higher Prices Among Key Issues Aired At 

Mass. Convention 

Hikes In Many Sections Follow 

Decontrol Order 

Ga. Bottlers Again Urged 


Price 


Raise Your Prices! 


Production 


For Your Production Manager—A Bin to 


Store Cleaning Compounds 
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90 


Master Test For Water Advocated 

New, Practical Pallet System For Multi-Line 
Bottler! 

Spoilage Can Be Controlled! 

Sirup Cooling Provides ‘Automatic Mixing” 
With Water 

A Plant With . . . ‘Production Know-How’’ 

Beverage Technologists Form New Group 
To Spread Production ‘“Know-How’’ 

Quality On Wheels 

Eliminate Off-Taste In Water 

Avoid Sugar Waste This Summer 

Special “Bottlers’ Sugar’ Developed; 
9 Tentative Standards Set 

Good Beverages Need Pure Water! 

New Low-Cost Bottling Process Is Developed 
By Bireley’s 


Promotions 


“Life Of The Party’ Promotion Developed For 
Squirt Company Bottlers : 

Top Winners Announced In Clicquot Trade, 
Consumer Contest 

Promotion Really Produce Business 

200 Bottlers To Use Squirt Glow-Ball Promotion 


Unusual Beverage Promotions 
zg 


Propaganda 


Utica Public Schools Ban Soft Drinks 
And Candies 

It's A Tough Fight, Ma, And It Ain't 
Over Yet! (Editorial ) 

Sweet Salute To Soft Drinks 

Anti-Beverage Propaganda Scrutinized At NBG 
Trade Confab 

Industry Moves Against Anti-Beverage 
“Propaganda Peddlers 

Join The Fight Against Anti-Beverage Propaganda 


Publie Relations 


16 States Using Calif.-Nevada Booklet 
Debunking Soft Drink Smears 
How To Conduct Plant Visits Explained 

In New A.B.C.B. Booklet 
,200 Attend Warehouse Opening 
Hard Hit By Tornado, Waco Bottlers 
Aid Community 
Teachers Visit Bottling Plants 
Teaching The Teachers 


Quinine Water 


New Quinine Water Gains Popularity 
As Perfect Mixer 

Competition Sharpens For Quinine 
Water “Jackpot 


Radio-TV 


Canada Dry Sponsors New TV Show 


Retailers-Retailing 


Grocery No. 1 Outlet; Brand Preferences 


In 5 Cities 
Are You Selling The Supers 
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Oct. 
Oct. 


Oct. 
Oct. 
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Safety 


Dr. Pepper Announces Auto Safety Incentive Plan 
“Backing Up” Causes Most Beverage 

Truck Accidents 
Safety Hints For Fork Truck Operation 


Sales Promotion 


Cold Soft Drinks Can Help Sell Gasoline 
Use Your Plant . . . To Sell Your Product! 


Sales-Selling 


Canada Dry Goes ‘To The Dogs” Again; 
2nd Pup Contest Launched 
Los Angeles ‘‘Coke’’ Stages Big Contest 
June Sun Sends Sales Soaring; 
Big 1953 Volume Gain Expected 
Sell The Non-Drinkers! 
Soft Drink Sales Rising Faster Than 
Other Beverages 
Make The Most Of Sales Opportunities .. . 
Six Basic Selling Steps 
Coke, Pepsi Show Record High Sales in 1952 
May Reach 200 Bottle-Per-Capita 
Smart Selling Stressed At N. J. Convention 
What Makes A Good Sales Manager? 


Sanitation 


Stress Planned Plant Sanitation This Summer 


Sampling 


Sampling Builds Volume, Bottler Finds 
Sc Sales In All Cott Territories 
Sampling Builds Food Store Volume 


State Associations 


Sign Off The Times? Association Reduces Dues! 


Sterilization 


Sterilizing Agent Kills Bacteria 
And Has Lasting Effect 


Sugar 


Sugar Production Increase Anticipated 

Government-Created Sugar Shortages Seen 
Gauging The American Public 

Renew Demands For Realistic Sugar Supply Quota 

Soft Drink Firms Hit Charge Against Sugar 


ere 


Sugar Up Again—Highest Price In 30 Years 
How Much Sugar Inventory Should A 
Bottler Carry? 

Vital Anti-Propaganda Argument 
Have Longer Life 
Bottlers’’ Sugar Now On Sale 

More States Approve Non-Sugar Drinks 

Sugar Price Relief Again Asked By Industrial Users 


Sugar 


Consumers Expectancy 


Government's Sugar Price Policy Leaves Plenty 
Ot Room For Increases 

Avoid Sugar Waste This Summer 

Relative Merits Of Sugar And Non-Nutritive 
Sweeteners 

Heavy Sugar Distribution Bolsters Industry's Plea 
For Larger Quota 

Bulk Sugar Handling System Offers Important 
Economies 

Bottlers’ Sugar 9 Tentative 


Special Developed ; 


Standards Set 
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USDA Sugar Branch Reiterates Low Quota— 
High Price Policy 

A.B.C.B. Calls For Better Sugar Allocations 

Industry Users Ask Congress Help In Getting 
Better Sugar Deal 


Taxation 


Haiti Establishes Tax On Bottled Soft Drinks 
Timely Tax Topics 
West Virginia Court Rules Kool-Aid Non-Taxable 
Federal Excise Tax On Soft Drinks Rumored 
All Non-Carbonated Drinks Now Taxable In 
Pennsylvania 
Bottlers Urged To Study Taxes; Voice Ideas 
To Congress 
fest Taxability Of Soft Drink Powders 
Pennsylvania Bottlers Adjusting To New State Tax 
Beverage Tax Fight On Again As State 
Legislatures Convene 
New West Va. Governor Favors Drink Tax Repeal 


Tires 


Ten Tire Tips 


Training 


A Seven-Point Guide To Better Foreman Training 
Selecting And Training A Sales Force 

How To Develop Good Plant Supervisors 
Top-Flight Trade ‘Faculty’ To Conduct A.B.C.B 


Plant Training Course 


Trucks 


GMC Boosting Light Truck Output 
International Harvester Cuts Truck Prices 
Truck Loading Time Cut 90% 
Dodge Lowers Truck Prices 
Choosing A Delivery Truck 

Backing Up’ Causes Most Beverage Truck 

Accidents 

Pinch Frame Body Gaining Wide Bottler Use 


Vending Machines 


Coolers—Vendors At The ABCB Exposition 
Bottlers Discuss Vending At NAMA Session 
Dr. Pepper Debuts Cup Vendor 
Connecticut Considering Cup Vendor Tax 
Vending Operation Pays Off At Army Camp 
Vendor Prices Decontrolled; Service Charges 
Also Freed 
Vending—For Plus Profits 
Market For Bottlers 
The Major Vending Markets 


Proper Records Essential In Vending Profits 


A 240,000,000 Drink 
Big Eight 


Selling Locations 

Coin Coolers Boost Business 25% 
Vendor Styling Boosts Sales 

Coinchanger Care Assures ‘‘Complaint-Fre« 

Operation 

Should Bottlers Use Cup Vending Machines ? 

One Bottler’s Experience With Cup Vending 
Plus 

Superior Service Builds Volume For Chicago Bottler 
Vendor Paint-Up Perks Sales Up 


Promotion Values In Paper Cups 


Water Treatment 


Eliminate Off-Taste In Water 
Good Beverages Need Pure Water! 


National Bottlers’ Gazette 
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SPECIAL 


ANNOUNCEMENTS 








BOTTLERS TRADING POST 





SPECIAL!! 


20 wide 5 comp. Meyer Washer, 1947, 
in excellent condition. Bargain priced 
for quick sale. Inspection invited. 


ALSO 
16-wide 5-comp. Meyer pint washer. 
World Automatic Labelers, pints and 
quarts. 
2 32-spout Liquid low-pressure fillers. 
Complete powered roller-belt conveyor 
system. 


BOTTLE SPECIALS! 


5M cases 6 oz. NUTRI COLA bottles. 

1M gross 8 oz. plain bottles, flint and 
emerald green. 

10,000 cases 71/2 
sodas. 


AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 


We Will Buy (And Sell) At Any Point 


Any Quantity of Emptied 10-Gallon Grapette, 
Double-Cola, and Pepsi-Cola Metal Cans; 
and Also Wooden Kegs, Barrels and Steel 
Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio 


oz. attractive ACL 

















Chas, S IACOBOWITL orp. 


3071 - BUFFALO 14. N.Y. - AMHERST 2100 


o« BIGGEST =: 


IN OUR 


HISTORY 


in time for this summer's business, we are having 
a winter ‘closeout sale'' of bottle washers, fillers, 
saturators, labelers, syrup room equipment—every- 
thing you need in order to increase production 
and cut costs. Watch for our direct mail card 
which you should receive shortly—or better still— 
write and tell us your requirements, and we will 


MAIN ST 





quote to your specific needs. Remember, we are 
headquarter s for good, used equipment at 50% 
savings, sometimes more—and we are always 


interested in buying or trading for your surplus 
equipment. 








Senuing American Industry for over GO Years 
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FOR SALE 


Business Opportunities, Bottling Establishments 

FOR SALE.—Will sac orifice somali Dixie plant in 
South Texas; consists of Dixie F, Cem Saturator, 
York cooler, Western filter; will sell as going con 
cern or machinery separately ; BOX 747, Wharton, 
Texas.—12.-2. 


FOR SALE. Complete bottling plant; one of 
the oldest and largest plants in Md.; 50-spout 
Liquid filler, 14-wide Liquid soaker handling full 
qts. and splits, cap. 2,000 cases per day; operating 
13 trucks; equip. in A-1 condition and operating 





everyday ; Selling due to other interest. 
BOX 869,.—12.-1. 
FOR SALE.—Newly established plant in Vit 


bottling flavors ‘and lemon-lime drink; two 
equipment in excellent condition; territory 
excellent, wide expansion possibilities; have other 
commitments, sell less than inventory. ROBERT 
GIRALDI, 111 W. Main St., Bedford, Va.—1.-2 


FOR SALE. Bottling plant in mid-west estab 
lished 21 years; franchises for Squirt, Canada Dry 
and two other nationally advertised brands cover 
ing 3% counties. BOX U.Y. 883.—1.-2 


ginia, 
trucks, 








FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 


FOR SALE.—One Star Liquid DeLuxe 250 
g.p.h. carbonator almost new.—JACOB Pp eves? 
INC., 81-88 Prospect St., Stapleton, N. Y.— 


FOR SALE.—Cem 
Cem 500 gal. saturator; 
cooler complete with York 
good condition; in daily operation; 
Feb. 1915.—PEP a COLA BOTTLING CO., 
rion, S. C.—11.- 


FOR SALE.—In 








38B filler and crowner; 
Cem 12 head mixer; water 
refrigeration; all in 
avaliable in 
Ma 


Middle West, bottling ma 


chinery and equipment for small plant; owners 
going out of business; start your plant where 
you want it—BOX T. U. No. 853.—11.-2 


FOR SALE.—2 Nash Hytor air compressors, 
tanks 2 ft. diameter, 3 ft long; motors 3 hp., 3450 


rpm, 220 volt, 3 phase, 60 cycle; air is water 
filtered; ideal for beverage purposes; these units 
can be inspected at the COTT BEVERAGE 
CORP., 197 Chatham St., New Haven, Conn. 
11.-3 

FOR SALE.—Nine used Mills 400-C cup ma 
chines; sold in lot only; FOB our warehouse un 
crated; name your price; write.—COCA-COLA 
BOTTLING WKS., 1527 Church St., Nashville, 
Tenn 12. -t.f 

FOR SALE.—In good condition, 28-spout Cem 
filler; 8-wide, 4-compartment Meyer washer; 15 
head Liquid Mixer, all for split bottles; available 
immediate at Seven Up Bottling Co., Youngs 
town, Ohio; replaced by larger equipment ; address 


BEVERAGE MANAGEMENT, 
Columbus 38, Oh io.—12.-2 


inquiries to. 
INC., 960 E Sth Ave. 


FOR SALE.- Two complete bottling lines’ con 
sisting of the following; complete 40-spout Liquid 
bottling line for was hing and filling splits to quart 
bottles, consisting of; Liquid Super Kleen 5 com- 
partment—12-wide wiz asher, serial #2545; unscramb- 
ling table 6 months new attached to washer; 40 


spout Liquid low pressure filler, serial #25) 92; 8- 
head crowner-combination, serial #616; 20-head 
siruper; 16-head Miller Kendall high speed bev 
erage mixer; 700-gal. Liquid carbonator; 15 hp. 
Carbo Cooler; Morris air compressor; complete 
40-spout Liquid Carbonic bott. line for washing 
and filling splits to pints consisting of; Liquid 
Supe Kleen 4-compartment 12-wide washer, serial 
#LS47628: 40-spout Liquid low pressure filler, 
serial #2777; 8-head crowner, serial #787; 20-head ° 
siruper; Miller Kendall—16- head high speed mixer ; 


Liquid accumulating table; 1200-gal. Liquid car- 
bonator; 20 x 20 hp. Carrier water cooler; Worth- 
ington air compressor; plus; Bell & Gossett 10 hp. 
200 lb. pressure water booster pump; Hygeia fil 
ter unit; sand gravel; Minchar; Norwood Hydrex 
reactor, model #786 pm 38; all this equipment is 
now being used and can be seen in operation any 
day of the week, Monday through Friday; this 
equipment available immediately; for further in 
formation contact. MANHATTAN ROYAI 


CROWN CORP., 3820 South Michigan Ave., Chi 
cago 15, IIl.—9.-t.f. 

FOR SALE.—We are headquarters for canning 
equipment, including fillers, rinsers, weighers, 
packers, daters, etc., for flat top or cone top cans; 
tell us your requirements and we will serve you as 
we have scores of bottlers in recent weeks, CHAS 
S. JACOBOWITZ CORP., 3080 Main St., Buf 
falo 14, N. Y. Phone AM-2100,—1.-1 

FOR SALE.—-Immediate delivery on meyet 16 
spout filler for crown top cans; can also furnish 
rinser, unscrambler, elevator and other equipment ; 
bargain price; rebuilt machines. BOX U.U. 879 








FOR SALE.—Cem 40 spout filler, with 8 sets 


of bottle attachments; like new; immediate de- 
livery, less than half price; inspection invited. 
BOX U.V. 880.—-1.-1. 

FOR SALE. - 10,000 half depth, 24 pocket 


wooden cases, for 12 oz. 


bottles ; in good shape, 
some never used ; stamped 7 


Up and Dr. Pepper; 








2,000 half depth, 24 pocket Dr, Pepper saeee 
painted yellow; 5,000 half depth, 24 pocket 7 Up 
cases painted white. SEVEN N-UP BOTTLING 
CoO., McC ook, Nebr: aska. fae 

FOR SALE. Infilco continuous water ‘treating 


plant complete with 20” Sand Filter and 20” Hy- 
drodarco filter in good condition; one instantane- 
ous stainless steel water cooler complete with com- 
pressor; one Ford retort with 32 baskets. MID- 
WAY COCA-COLA BOTTLING CO., Kearney, 
Nebraska.—12.-2. i 


FOR SALE.—1 Dixie F fully 
only 6 yrs.; I Dixie F in very 
one complete set of conveyors and accumulating 
tables; one universal 5 wide soaker, used only 6 
yrs.; all machines will be available about the end 
of January 1954; installing larger equipment 
STARLITE BOTTLERS, 229 Avenue I South, 
Saskatoon, Sask., Canada.—12.-1 


automatic, used 
good condition; 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 





HELP WANTED.- ~Salesmen wanted; ‘old es- 
tablished flavor house wants men; will consider 
side line or full time.—S. F., BOX 809.—7.-tf. 


HELP WANTED. 





-Wanted, decorating dept 
foreman; man with full knowledge of silk screen 
ing on glass; semi-automatic equipment; some 
mechanical ability required ; plant in Chicago; room 
for advancement ; BOX No. U. G. 865.—12. 

HELP WANTED. Sales representative with 
other lines to sell allied product to bottling indus 
try; state experience and territory now covered 
BOX U.X. 882 l 

HELP WANTED. — Field representative fo 


established national franchise 
successful sales and 
send resume 
881.—1.-1 


must have 
experience; 


BOX U.W. 


beverage; 
merchandising 
of employment record to 


HELP WANTED. 


An old established mid-west 


concern wants flavor and extract salesman to sell 
nationally known beverage bases and flavors to 
soft drink trade; also bakers, ice cream and candy 
trade; Alabama, Mississippi and Louisiana terri 
tory; give full particulars as to age, schooling. 
past experience and salary expected: our salesmen 
know of this ad. BOX U.O. 873.—1.-1 

HELP WANTED An old established manu 
tacturer of bottler’s flavors can offer attractive 
earning t salesmen in East and Southeast now 
calling on bottling trade with non competing lines 


here ts opportunity to substantially increase you 
earnings ; tell us your experience, lines handled and 
territory replies held confidential 


yvered; all 
BOX U.N. 872.—1.-1 


HELP WANTED. 
and route supervisor; 
selling soft drinks 
position available; 


Combination sales manager 
must have experience in 
and in supervision; permanent 
production experience not re 
quired; salary and commission; opportunity exists 
to acquire financial interest in business if sales 
results prove satisfactory; give age, sales experi 
ence, education, marital status, etc. NEHI BEV- 
ERAGE CO., 1509 Issaacs Ave., Walla Walla, 
Washington 1.-2 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, 
POSITION WANTED.—F franchise rep 

resentative seeks connection with bottling plant as 

manager or manager; qualified and experi 

enced ; can give the very best references; BOX No 
H. S866. 12.-2 


Helpers 
ormet 


sales 


POSITION WANTED.—General or sales man 
ager, 12 years experience in sales, production, 
plant designing, franchising; residing in south but 
will locate or travel anywhere; will answer in 


juiries U. M., BOX 871 12.-1 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY.—High pressure CO: con- 


vertors, cap. from 150 Ibs. to 1,000 Ibs., write 
“ARBONIC SALES COMPANY, 1010 Rosine 
St Houston 19, Texas.—11.-3. 
WANTED TO BUY. Siphon-ty filler for 


MINNEHAHA WwW ATER CO., 
Cleveland 15, Ohio.—1.-1 


half gallon bottles 
700 Prospect Ave., 














Inventory Clearance! 


An unusual opportunity for "terri- 
fic values" in equipment. Write us 
about your requirements! 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.iINC. 
301-307 Powell St., Brooklyn 12, New York 



































SCHOOL 








































WILL SELL YOUR BEVERAGES! 


SHARP & co. Inc., 3201 OAK GROVE ~ DALLAS 4, TEXAS 








JANUARY BARGAINS 


150 gr. 7 oz. Em. Gr. ACL “Cheer Up"’. 
700 gr. Amber 9 oz. lettered ''Red Top"', 
—_ 9V2"" ht. 


beer 


200 Em. Gr. 10 oz. plain sodas, 9'/4"" ht. 
8,000 Alby 24/7 oz. new Fi. stippled, one-way. 
150 gr. Fi. 10 oz. new, plain sodas, 91/4" ht. 
40,000 Ctns. 24/12 oz. new Fi., one-way bottles. 
500 gr, Fl. 7 oz. sodas, one brand, 87/s"' ht. ‘ 


I. BASKOWITZ BOTTLE CO., INC. 


1301 GRAND STREET BROOKLYN 11, N. Y. 





TWO (2) EVANS HEATERS 


for sale in excellent condition. You may check with 

the G. C. Evans Sales Co. in Little Rock, Arkansas 

in reference to these two (2) particular heaters. 

Uses Natural Gas. Change to artificial gas will cost 

$30.00 additional. These units will heat up to 5 

compartment soakers. 

| Type H-2-O Evans Unit, complete with two large 

M700 Label strainers, automatic controlling 

devices for the washing machine and white deluxe 

cabinet. 

Type H-2-Q Evans Unit, complete with M600 

strainers, automatic controlling devices for wash- 

ing machine, and white deluxe cabinet. 

8 2" All Iron Gate Valves. 

2 Copper Smoke Stacks which in themselves cost 
$1,500.00. 

Total cost of this equipment new $6,500.00. Will 

sell for $4,000.00 F.O.B. Baltimore. This equipment 

carries a third class freight rate and total weight 

of machinery exclusive of copper flues is 5,500 Ibs. 


HIGH ROCK GINGER ALE COMPANY 


1500 Ridgely Street Baltimore 30, Md. 
Lex. 9-5600 
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e © e but you'll eventually 


settle on JACKSON, MICHIGAN 


for a Gi NGER to your I’king 


If you're shopping for improvement . . . its makes good 
sense to come to a house that has specialized in fine ginger 
blends . . . smoothed with citrus goodness . . . for 70 years. 


CL fore bbe 
foole «Jenks 


JACKSON, MICHIGAN 











